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There Is No Panic In Kansas, 





Panic? 
I don’t know anything about it. 
I don’t know whether or not 
business looks dull to you at 
present— 
But this I 
Kansas the 


do know: that in 
very opposite of a 
depression exists. There has 
been, and is, no panic here. 
Everybody has richer crops and 
more money in the banks than at 
any time in the State’s his- 
tory. My publications carried 
more advertising, and my sub- 
scription receipts were larger, in 
the first six months of 1908, than 
in the same time in 1907; I am 
just finishing the finest publishing 
building in the West, 

Does that look like panic? 

Every drop of “water” in Kan- 
sas values is and _ has_ been 
Nature’s water—cashable at the 
bank for gold, ounce for ounce. 
Right here in Kansas is where 
more new wealth is created every 
year than in any other area in the 
world. 

Kansas’ bank reserves are to- 
day twice the legal requirements; 
and any man who says he can’t 
find work is either blind or a 
prevaricator, or both. There is 
no Kansas man with eyes to see 
in his head who looks for any- 
thing but record prosperity here 
for a year or two. 

I have told you about Kansas 
agricultural wealth—but that is 
not all. Onlv Oklahoma has ™ 
more natural gas—it sells here 
at ro cents a thousand feet. Only 
Illinois is ahead in meat packing; 
and there are vast quantities of 
oil, coal, zinc, and lead here. 


Kansas is a_ rapidly-growing 
manufacturing State, and is soon 
going to surpass all other States 
in high quality cement manufac- 
ture. 

Now if your business needs 
trade, why not go after it doubly 
hard, where it is doubly plentiful ? 
If you are athirst, why not go to 
the fountain spring where the 
water gushes right out of the 
ground? 

My publications are right on 
the spot to help you—covering 
pretty thoroughly every class of 
people: The Topeka Capital 
(26,000); the Missouri Valley 
Farmer (200,000); Farmers’ Mail 
and Breeze (70,000); Household 
(300,000), and the Weekly Capi- 
tal (50,000), 

My fourteen years’ labor to put 
these publications into Kansas 
homes of every class stands ready 
to serve your business at a price 
based on guaranteed circulations, 
which are always under the actual 
figures. 

You will find the “Capper Bul- 
letin” interesting—free to any 
advertiser for the asking. It is 
issued the first of each month, 
and tells all about my papers—the 
class of people we reach, the pos- 
sibilities of the service we are 
able to render, and of the actual 
tangible, business results we have 
brought to our advertisers. I am 
ready to help you with any infor- 

mation you may desire, 

Kansas and her money !—don’t 
let it get out of your mind! 


ToreKA, Kansas, 
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The Star a Remarkable Resu!t-Getter, 
Say Its Advertisers 
SOME LETTERS EVERY ADVER- 
TISER SHOULD READ 
COYPRIGHT 1908 BY NEWSPAPERDOM 
PUBLISHING COMPANY. 

While Montreal, Canada, has several 
splendid daily newspapers, there has 
been, as is natural, some speculation 
at times among advertisers unacquaint- 
ed with the facts as to which Montreal 
newspaper was the best and most sub- 
stantial producer of profitable results. 
This is the day when all advertisers, 
be they local or general, are deeply 
concerned in the matter of results. Ad- 
vertising experience has demonstrated 
that the “quality-quantity’” mewspaper 
is the greatest and most prolific pro- 
ducer of tangible results. 

The writer recently consulted a few 
Montreal advertisers, without the 
knowledge of the Montreal Star peo- 
ple (for obvious reasons), seeking to 
get at the truth of the situation. The 
letters here are just as they were re- 
ceived—no changes or varnish injected 
into them. 

HERE THEY ARE! 
T. Eaton Co., Lrtp. (Department 
Store), Toronto, Canada, 
To the Editor of Newspaperdom: 
Would state that as far as we_ have 
used this paper (the Montreal Srar), 
results have been perfectly satisfactory 
to us. T. Eaton Co., Lrp. 
J. H. Brumentnat’s Sons, Lp, 
(Men’s Clothiers and Outfitters), 
Montreal Canada. 

To the Editor of Newspaperdom: 
We are pleased to state that we place 
the Montreal Star in an advanced 
class, far beyond the other English 
papers of Montreal. No family would 
be without a copy of the Star, whether 
subscribers to any of the other papers, 
and in our estimation it contains the 
most important news and views of the 
world. As an advertising medium, 
our results are proof that it is the very 
best source to reach the buying public 
(English) of Montreal and surround- 
ing districts. 

J. H. Biumentuat’s Sons, Ltp., 
R. H. Blumenthal, Vice-Prest. and 
General Manager. 


James A. Octtvy & Sons (Dry Goods), 
Montreal, Canada. 

To the Editor of Newspaperdom: 
We regard the Montreal Stak as a 
great newspaper and an invaluable ad- 
vertising medium. With the exception 
of one morning paper, we confine our 
English advertising in this city to the 
Star exclusively, as we are convinced 
that it covers the English field very 
thoroughly. As a business getter it 1s 
of immense value; essentially a home 
paper, with a clean editorial policy de- 
voted to the public good. It reaches 
practically every English-speaking fam- 
ily in Montreal. With such a “pull” 
the Star can be depended upon to pro- 
duce gratifying results. 

Jas. A. Ocitvy & Sons. 


Wiis & Co., Lrp. (Pianos and Or- 
gans), 600-602 St. Catherine Street 
West, Montreal, Canada. 

To the Editor of Newspaperdom: 
The Montreal Star, before any other 
paper here, caters to the wants of the 
whole public, or, in other words, it is 
a paper that all classes read. Go where 
you like in Canada, especially in East- 
ern Canada, and you will find the 
Datty Star, and in the West, the 
WEEKLY Star. There are exceptions 
to be found in certain localities where 
there are favorite papers, but, as a 
rule, they all take the Star—hotels, 
general stores, offices, farmers, mechan- 
ics, poor people, business people, 
wealthy people, merchants of all kinds 
—and you are always sure to find the 
clergy reads it also, although it is not 
distinctively a religious paper, but it is 
a newspaper in every sense of the 
term. We give the bulk of our Eng- 
lish advertising to the Star, although 
there are three other English dailies— 
all leading papers. 


Wituis & Co., Lrop., 


A. P. Willis, President. 


Hamitton Company (Depart- 
mental Store), 585 St. Catherine 
Street West, Montreal, Canada. 

To the Editor of Newspaperdom: 
As far as we are able to judge the 
Montreal Star is a first-class advertis- 
ing medium to use in bringing before 
the right kind of people the goods we 
have for sale. Henry HAaAMILTon, 


THE 


Dupuis Freres (Departmental Store), 
‘Montreal, Canada. 

To the Editor of Newspaperdom: 
I gladly take the opportunity of bear- 
ing testimony to the worth of the Mon- 
treal Star as an advertising medium. 
We have used its columns freely for 
some years, spending annually large 
sums for the space we occupy, and can 
confidently say that the Star is beyond 
doubt the best business getter or goods 
seller of all the mediums we use. It 
reaches almost every home in the city, 
and has a large clientele of readers 
in all the towns and villages tributary 
to Montreal. We look upon the money 
spent in the Montreal Star as an ex- 
cellent investment that brings immedi- 
ate returns, and we look upon its col- 
umns as necessary to our business ex- 
istence and willingly say so. 

Dupuis Freres, Lrtp. 


Cuas. Desyarptins & Cre (Furriers), 
Montreal, Canada. 

To the Editor of Newspaperdom: 
We have found the Montreal Star the 
best advertising medium for business 
of any newspaper in Canada, and that 
with better result, and also find it one 
of the best family newspapers. We be- 
lieve that you will receive the same 
answer that we give you from any 
Montreal Star reader and advertiser. 

Cuas. Desyarpins & CIE, 
F. A. Langlois, Mgr. 


SpectAL REPRESENTATIVES: 
DAN A. CARROLL, W. Y. PERRY, 
Tribune Bidg., 1st Nat. Bank Bidg., 
New York, Chicago. 
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THE WORK OF THE DAILY 
CLUB. 

HALF A HUNDRED DAILY NEWS- 
PAPERS BACKING A NEW YORK 
BUREAU THAT IS WORKING TO 
CREATE NEW ADVERTISERS AS 
WELL AS INTEREST OLD ONES— 
HOW ITS PROPAGANDA IS CON- 
DUCTED—FIRM ADHERENCE TO 
RATES AND UNITY ON RECOGNI- 
TION AND DIRECT COMMISSIONS 
FORM THE BOTTOM PLANK IN ITS 
PLATFORM, 


More than a year ago a group 
of leading newspaper publishers 
met and formed the Daily Club. 


The object in view was to develop 
machinery for setting before ad- 
vertisers the merits of the daily 
paper as an advertising medium. 


Fifteen years ago the daily 
paper had little competition, Dur- 
ing the past ten years, however, 
the magazine has grown power- 
ful, with an active representation 
at the leading advertising centers. 
During the past five years the 
street-car and outdoor advertising 
men have built up vigorous sell- 
ing machinery. So to-day the 
daily paper has pretty stiff com- 
petition, 

The publishers who organized 
the Daily Club felt that the news- 
papers ought to take steps to be- 
come known to new advertisers 
while they were investigating 
different mediums, and to help 
them plan, and to have a share 
in the creation of new business. 
Heretofore their mainstay at the 
advertising centers has been the 
special agent. But the special 
agent is a very busy man, and 
naturally works hardest for the 
papers on his own list. Some 
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broader, supplementary represen- 
tation was wanted. 

The Daily Club organized on a 
platform containing a _ single 
plank, but a mighty’ important 
one. Each paper pledged itself 
to absolutely maintain its  pub- 
lished rates, to pay no commis- 
sions direct, and to pay commis- 
sions only to recognized agents. 

Then steps were taken to secure 
live representation in New York. 
Some delay was experienced here, 
however. One or two unsatisfac- 
tory methods were tried. Finally, 
in February of this year an office 
was opened in the World Build- 
ing, under the management of 
Edward Payson Call, a_ well- 
known newspaper man, lately 
publisher of the New York Com- 
mercial. 

“Mr. Call, is there any truth 
in the reports that your club 
means to take a stand against 
other advertising mediums?” 
asked a Printers’ INK reporter 
at this office the other day, 

“Not a particle!” was the reply. 
“On the contrary, we feel that 
more can be accomplished in a 
year with the good will and co- 
operation of the men and the or- 
ganizations representing other 
mediums than in five years of an- 
tagonism, or even going it alone. 
We have the support of the ad- 
vertising agents and _— special 
agents, and are working chiefly 
to improve newspaper conditions 
for the general advertiser, to set 
the claims of the daily papers be- 
fore large advertisers, and to de- 
velop new advertisers among 
manufacturers who at present use 
no medium. 

“This office has been open only 
about five months, During that 
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time we have sent out many per- 
sonal letters to ‘manufacturers, 
giving facts about dailies and vol- 
unteering aid in planning cam- 
paigns. Along with this has 
gone personal work. I am out 
every day visiting advertisers and 
manufacturers. Thus far little 
return in direct business has been 
secured. Yet we have definitely 
obtained a newspaper expenditure 
in several campaigns, and also 
started one or two new advertis- 
ers. If it were merely a question 


of securing business the work of 





s Y 


$ PlumtTrees $ 


If you knew that by the judicious expenditure of a 
reasonable sum you could plant a plum tree ‘n your yard 
that would bear gold plums you wouldn't hesitate long be- 
fore planting it, would you ? 

If you are a manufacturer of goods for general con- 
sumption and with real merit, you can just as well as not 
plant a plum tree that inside of three years will bear 
* gold plums.” 

In other words, you should think cf am investment in 
daily newspaper publicity. There is nothing like it, 

You may say “Too expensive,” but there you are 
mistaken. How much do you think it would cost for a 
broad gauge advertising campaign for one year in one of the 
most prosperous of these United States? Say, just one state 
for a trial demonstration. 


it can be done very reasonably, and at the end of the 
year the plums will begin to drop fast enough to warrant 
your following it up with a bigger campaign the.second year. 
At the end of the second year you will realize how fortunes 
have been made through daily newspaper publicity. 


Of course you must have a good distribution and your 
advertising must be done right: 


Think it over and write us the particulars about your 


The Daily Club, 
901 World Building, New York City 


. J 


simple. 











this office would be very 
The main thing, though, is as- 
surance of uniform rates and a 
strict adherence to rules of rec- 
ognizing advertising agents, and 
refusing the commission direct to 
advertisers,” 

Mr. Call's first report on_ his 
work covers about forty business 
concerns upon which he is now 
working, and gives a very clear 
conception of what the Daily Club 
does. 

A publisher belonging to the 
club, for instance, learned from 
a salesman of a proprietary house 
that the latter never advertised in 
newspapers because it was 
thought to arouse the prejudice 
of physicians against the product. 
This problem was talked over 


with the advertiser’s agent, who 
advised getting some favorable 
expressions of opinion from phy- 
siclans themselves. Members of 
the club were notified, and ob- 
tained such data in their different 
cities, and this data was turned 
over to’ the agent to be laid be- 
fore his client. 

A chain of more than one hun- 
dred retail stores scattered over 
the United States has never ad- 
vertised. Mr. Call has under- 
taken to help the _ proprietors 
solve certain grave difficulties 
connected with the business, and 
to overcome a timidity toward 
advertising in general. Hardly 
two of the stores, for example, 
carry the same goods the same 
day, as each is managed accord- 
ing to locality and class of pat- 
ronage. It has been suggested 
that, as a beginning, it would be 
possible to run advertisements 
showing the location of all the 
stores in a given city. This is a 
case that seems peculiarly incum- 
bent on newspaper men to solve, 
and if action is subsequently 
taken it will benefit some papers 
not in the club at all. 

A well-known mail-order manu- 
facturing house, advertising for 
many years in magazines, has 
been interested in the possibility 
of extending its publicity to news- 
papers. The first experiment in 
newspaper work was made by the 
use of the Associated Sunday 
Magazine, which is an interesting 
link between the two mediums, 
being virtually a magazine in the 
class of advertising it carries, but 
a newspaper in circulation and 
results. The method by which 
this concern does its business, 
however, requires careful adjust- 
ment. 

A manufacturer of wearing ap- 
parel, advertising nationally in 
magazines, is interested in any 
plan the Daily Club can propose 
that will aid in enlisting the co- 
operation of retailers in small 
places. A case of this kind is re- 
ferred to all the members of the 
club for suggestions. 

A large national account going 
chiefly in magazines is bringing 
such good returns that the ad- 
vertiser’s agents are slow to act 

(Continued on page 6.) 
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An Autumn 
i '@ 
Indication 

Although three months be- 

fore publication, farty- 
eight (48) full-page advertisements 
(one, in four colors, at a special 
price) have already been con- 
tracted for the October issues of 
Tue Lapizs’ Home Journat and 
Tue Saturpay Evenine Post. 
These advance reservations in them- 
selves are 19 full pages in excess of 
the total number of full-page ad- 
vertisements actually published in 
October of last year, and 60 days 
remain for further business. As our 
magazines go to press so far in ad- 
vance, this excess of business is, in a 
sense, an excellent barometer of 


the probable advertising activity 
of the coming autumn. 


THE Curtis PuBLISHING COMPANY 
PHILADELPHIA 


New York CHICAGO Boston 
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on his suggestion that an addi- 
tional appropriation be made for 
newspaper work. The club works 
with this agent on his client, 
when requested, gathering data, 
and making personal calls. 

In another case an agent is 
working on a concern that has 
products which should be adver- 
tised, has the money, has the dis- 
tribution and sales force, and even 
the enthusiasm. One thing only 
prevents an immediate campaign 
—an elderly officer of the com- 
pany who is ultra conservative. 
In the intricate, patient work that 
must often be done before such 
an obstacle is reasoned away, the 
wide acquaintance of fifty pub- 
lishers, acting together in an or- 
ganization like this, is of obvious 
value. 

Mr. Call made it clear, too, that 
this club can do much to educate 
and start small manufacturers ad- 
vertising. A very moderate ap- 
propriation can be solicited for a 
demonstration campaign in one 
city or State. This, too, is the 
logical line of approach with large 
advertisers who have never tried 
the dailies. The added stimulus 
of good newspaper ads in a cen- 
ter where the advertiser has thor- 
ough distribution and the broad 
publicity of other mediums often 
shows direct increases in sales 
quite out of proportion to the ex- 
penditure. 

Mr. Call was asked what he 
thought of the suggestions con- 
tained in the article entitled 
“Newspapers Plus Magazines,” 
published in Printers’ INK for 
June 24. This article explains 
how the special agent, represent- 
ing daily newspapers, _ solicits 
large advertisers who appear in 
the magazines for the first time, 
and maintains that the logical 
course for a newspaper publisher 
to take when a new advertiser 
appears in monthlies or weeklies 
is to solicit his local retailers, 
handling those goods, to run sup- 
plementary advertising. Mr. Call 
said the article impressed him as 
being so sensible and _ valuable 
that he had brought it to the at- 
tention of each member of the 
club. 

Each newspaper now represent- 


ed in the club publishes a weekly 
talk about newspaper advertising 
columns, written by Mr. Call. 
These talks have been appearing 
but a few weeks, but have already 
brought inquiries. Their effect 
is, of course, local as well as 
national. 
The officers and members of the 
Daily Club are as follows: 
Medill McCormick, president; H. F. 
Gunnison, vice-president; Louis Wiley, 
treasurer. Edward Payson Call, secre: 
tary and chairman executive committee, 
Executive Cominittee—Victor F. Law- 
son, Charles H. Taylor, Jr., W. J. 
Driscoll, F. P. Glass, W. J. Pattison, 
C. C. Rosewater, Lafayette Young, Jr. 
Board of Directors—James R. Gray, 
Atlanta Journal; L. M. Duvall, Balti- 
more News; Charles H. Taylor, Jr., 
Boston Globe; H. F. Gunnison, Brook- 
lyn Eagle; Medill McCormick, Chicago 
Tribune; Lafayette Young, Jr., Des 
Moines Capital; G. J. Palmer, Hous- 
ton Post; Hilton U. Brown, Indian- 
apolis News; August F. Seested, Kan- 
sas City Star; F. P. Glass, Montgom- 
ery Advertiser; Adolph S. Ochs, New 
York Times; C. C. Rosewater, Omaha 
Daily Bee; George S. Oliver, Pittsburg 
Gasette-Times; W. J. Driscoll, St. 
Paul Dispatch; C. W. Hornick, San 
Francisco Call; J. F. Mackay, Toronto 
Globe; J. Whit Herron, Washington 
Star. 
Members—Albany Journal, Atlanta 
Journal, Boston Globe, Brooklyn Eagle, 
srooklyn Times, Chicago Daily News, 
Chicago Record-Herald, Chicago Trib- 
une, Cleveland Plain Dealer, Cleveland 
Leader, Cleveland News, Des Moines 
Capital, Des Moines Register and Lead- 
er, Houston Post, Houston Chronicle, 
Indianapolis News, Indianapolis Star, 
Jersey City Journal, Kansas City Star, 
Lowell Courier-Citizen, Louisville Her- 
ald, Minneapolis Journal, Minneapolis 
Tribune, Montgomery Advertiser, 
Muncie Star, New Bedford Standard, 
New York Evening Post, New York 
Journal of Commerce, New York 
Staats-Zeitung, New York Times, Oak- 
land Enquirer, Oil City Derrick, 
Omaha Bee, Ottawa Evening Citizen, 
Pittsburg Gazette-Times, Pittsburg 
Chronicle-Telegraph, Portland (Ore.) 
Journal, Reading (Pa.) Eagle, Rich- 
mond Times-Dispatch, San _ Francisco 
Call, St. Joseph News-Press, St. Paul 
Pioneer Press, St. Paul Dispatch, 
Seattle Post-Intelligencer, Springfield 
(Mass.) Republican, Springfield (Mass.) 
Union, Springfield (Ill.) Register, Spo- 
kane Spokesman Review, Terre Haute 
Tribune, Terre Haute Star, Toronto 
Jlobe,. Trenton Times, Troy Record, 
Washington Star. 
Jas. H. CoL.ins. 
—__+___—_ 


A LITTLE discourtesy is capable of destroy- 
ing the effect that a hundred advertisements 
have created.—Watch Words, 

+e 

At business men should remember that 
well directed individual energy may win out 
in spite of dull times.— Boston Post. 
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WHAT THE BANKERS ARE 
TELLING THE PEOPLE. 


CURRENT MAGAZINES SHOW A RE- 
MARKABLE DEVELOPMENT OF 
SELLING INFORMATION 
BONDS AND INVESTMENTS—SOME 
TYPICAL COPY. 


For fully five years the adver- 
tising sharps have been “ragging” 
the banker and investment broker. 
They have been assured that their 
conservatism was a crime. They 
have been advised to open up and 
tell the public something definite 
about the various forms of secur- 
ities they sell. They have been 
urged to safeguard that guileless 
person, the innocent investor, 
from the consequences of his own 
foolishness, and to make bright 
the future of those pathetic edit- 
orial stock-figures, the widow 
and orphan with a _ safe-deposit 
vault full of securities—or near 
securities. 

To-day bankers are doing it. 

They began perhaps two years 
ago, cautiously abandoning _ set 


business-card publicity, carefully 
feeling their way toward more in- 


formative copy. Magazine condi- 
tions made information necessary. 
For the banker and broker had, 
up to that time, stuck pretty 
closely to newspapers, where their 
business cards were sufficient to 
keep them in touch with experi- 
enced investors. When they went 
into the magazines, though, they 
touched a public in no way post- 
ed on securities, and yet eager to 
learn. Hand in hand, the bank- 
ers and magazine editors are 
educating this public, and it might 
be difficult to say who prints the 
most interesting copy, on the 
whole. The financial editor, in 
an article, of course, can write 
more entertainingly and broadly 
than the banker or ‘broker whose 
advertisement is an offer of ser- 
vice or values. But just because 
the banker is held down in this 
way, his announcements often 
gain point and vigor, 

The financial advertising sec- 
tion of the World's Work for 
July contains fifteen pages of this 
advertising, and of the thirty-odd 
announcements published, not one 
is a mere business card. Two or 


ABOUT } 


INK, 


three come dangerously near it, 
to be sure. Yet even in those 
there is some saving sentence or 
two of information, or a direct 
proposition as important as it is 


rief, 
Spencer Trask & Co., New 


York, publish a list of thirty-two 
short-term notes yielding about 
five to eight per cent, as a speci- 
men from a larger list dealt with 
at length in a circular offered the 
reader. This house lately adopt- 
ed a suggestion made by a maga- 
zine reader that it direct an- 
nouncements to women. The list 
of securities is amplified by in- 
formation about security, ease of 
liquidation, ete.: 

The desirable issues of short term 
notes can be readily sold. They: are 
excellent investments for banks of dis- 
count, trust companies and_ businéss 
men. Orders entrusted to us will re- 
ceive prompt and careful attention. For 
the benefit of persons who, from lack 
of time or opportunity, have not 
familiarized themseives with the feat- 
ures which characterize the desirable 
issues of short term notes we have 
prepared a booklet giving this informa- 
tion. The booklet and circular are 
furnished by us free of cost. In re- 
questing copies of them you are _ not 
placing yourself under any business 
obligation. Write for booklet and cir- 
cular No, 39. 

The house of Harris, Winthrop 
& Co., New York, has published 
a complete analysis of the Ald- 
rich-Vreeland emergency currency 
law, which is offered to any read- 
er who asks for it. 

N. W. Halsey & Co., New 
York, speak direct to the business 
man, showing the strength that 
may be put behind a business by 
a reserve investment in safe 
bonds: 


Most business men of long experi- 
ence have walked the floor in times of 
tight money when the pay roll hung 
over a depleted bank account. To 
guard against such emergencies we sug- 
gest a financial insurance, some form 
of reserve, to begun and carried 
on in good times. 

It is impracticable to keep such re- 
serve in cash aside from the amount 
needed for immediate requirement. The 
experience of many years has demon- 
strated the utility of standard bonds 
for this purpose. In times of panic 
it frequently happens that - standard 
bonds, immediately negotiable in any 
of the great financial centers, are 
found even more serviceable as a sure- 
ly available reserve, than cash in a 
bank. 

The maintenance of a safety reserve 
in bonds is widely practiced by finan- 
cial institutions, many, indeed, confin- 
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ing their investments largely to this 
form of security. The plan has also 
been successfully adopted by numerous 
commercial houses. The experience of 
one of these concerns and the reason- 
ing leading up to the adoption of the 
plan is reflected in a short magazine 
story which we have been permitted to 
republish in pamphlet form. Compli- 
mentary copy will be mailed, post paid, 
upon application. Ask for pamphlet 
F-18 entitled ‘Business Insurance.” 
Bond offerings on request. 

Baker, Ayling & Company, 
Boston, speak of railroad, public 
service and water power bonds 
yielding four and a half to six 
per cent, explaining how _ this 
higher rate of income can _ be 
secured where the investor is 
willing to sacrifice some degree 
of marketability. 

Swartwout & Appenzellar, New 
York, announce a circular de- 
scribing coal bonds now selling at 
go, assuring. six and two-third 
per cent interest until 1920, and 
then a ten-point profit when the 
bonds are taken up at par, 

Peabody; Houghteling & Co., 
Chicago, offer a traction bond, 
giving substantial figures of the 
prosperity and standing of the 
company behind it. 

E. H. Rollins & Son, Boston, 
have a_ half-page of marked 
strength and interest, under the 
title, “What is a Bond House?”: 

A “Bond House,” in the accepted 
use of the term, is one dealing in 
Municipal, Steam Railroad and Public 
Utility Bonds. The term is so gener- 
ally misunderstood that we have 
thought it best to define it. Take our 
own case for instance. : 

We do not accept deposits; we do 
not loan money; we are not members 
of the stock exchange; we do not deal 
in mortgages; we do not handle com- 
mercial paper; we neither buy nor sell 
special assessment bonds, railroad aid 
bonds nor industrials. We deal ex- 
clusively in municipal, steam railroad 
and public utility bonds. We do not 
transact business upon a commission 
basis. We sell onfy bonds which we 
have bought outright after a careful 
investigation by our own expert ex- 
aminers. 

This is an era of specialization, and 
we have specialized on the lines men- 
tioned above and confine ourselves ex- 
clusively to them. We therefore be- 
lieve that for those who wish to deal 
in this conservative class of securities, 
we can give valuable service, and_ offer 
to our customers carefully investigated 
bonds, based upon sound properties 
where there is a large margin of 
equity. We have published two book- 
lets OP sae upon our business, which 
we will send free, postage paid, upon 
application. “A Plea for Conservative 
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Investments” and “Public Utility 
Bonds as_ Investments.” 


The New First National Bank, 
Columbus, Ohio, gets into a well 
displayed quarter-page this fine- 
type talk concerning city and 
county bonds sold on easy pay- 
ments: 


Just _by way of example, you 
can buy a splendid $500 bond which 
draws six per cent for $50 cash down, 
balance to be paid as you wish, say $25 
a month. There is absolutely no risk 
and no speculation. ‘These bonds are 
gilt edged and are not only recognized 
and accepted everywhere by bankers 
and trustees as a perfect form of in- 
vestment, but they are also approved 
by the U. S. Government. In_ plainer 
words, these bonds are as good as the 
gold "itself and then better because 
they earn six per cent interest. We 
collect the interest for our customers. 
Send for booklet and list and_ descrip- 
tion of these bonds. The booklet tells 
in plain words why these bonds are 
better, safer, and more readily avail- 
able in cases of emergency than a 
savings account, 


A. B. Leach & Co., New York, 
strike a note that might be more 
distinctly emphasized, perhaps, in 
other advertising—bonds for the 
investor with as little as $100 to 
tuck away. A special circular is 


published to take care of this 
class of business. 

Jas. H. Oliphant & Co., New 
York, offer a  376-page cloth- 


bound book entitled ‘Lhe Earn- 
ing Power of Railroads,” giving 
first-hand information about 131 
railroad properties. It is sent 
free, as an educational factor, to 
aid in the sale of railroad secur- 
ities. 

The Guaranty Trust Company, 
New York, also has a definite 
security to offer, and speaks of 
safety, marketability and chances 
for appreciation: 

These three factors are of paramount 
consideration to investors who desire the 
safety of principal, its prompt avail- 
ability and its possible appreciation in 
value. We have for sale a very high- 
grade First Mortgage Railroad Bond, 
a legal investment for savings banks 
in the State of New York, possessing 
the above factors to an exceptional de- 
gree. For full description of this bond 
send for circular 632. You may re- 
quire an investment possessing qualities 
differing from these, in which case we 
shall be glad to have you advise us as 
to your needs, in order that we may 
submit to you an investment exactly 
suited to your individual demands. 


Bertron, Storrs & Griscom, 
New York, offer bonds of gas, 


electric light and trolley com- 
panies managed under their own 
supervision, and state that no 
such corporation under their con- 
trol has ever defaulted in any 
particular. 

Adams & Co., Boston, offer a 
book, “How to Invest,’ and a 
special list of State, city, town, 
public service, railroad and in- 
dustrial securities. 

The Mellon National Bank, 
Pittsburg, advises “Buy Scasoned 
Bonds,” and offers twenty issues 
in denominations of $500 and up, 
selling one or more by mail, and 
taking payments either direct or 
through the purchaser's banker. 

N. W. Harris & Company, who 
have an exceptionally fine assort- 
ment of advertising literature, 
and whose periodical advertise. 
ments are laid down along the 
broadest constructive lines, pub- 
lish this month a talk on “Indi- 
vidual Investors”: 


In addition to a large volume of 
business with institutions, for many 
years we have made a specialty of 
selling high-grade bonds to private in- 
vestors—our investing customers mak- 
ing one of the largest lists of any 
banking house or institution in the 
country. These bonds are first pur- 
chased with our own funds, but only 
after a most careful and searching in- 
vestigation, and are offered with our 
recommendations to our investing 
clients at prices to yield as large an 
interest return as is consistent with 
safety of principal. To those who 
have surplus funds to invest, we _ re- 
commend at this time the purchase of 
high-grade bonds for investment. We 
own a carefully selected list of more 
than 100 issues of municipal, railroad 
and corporation bonds and can furnish 
investors with securities of practically 
any desired maturity at prices to yield 
from four to six per cent. Write for 
circular offerings and booklet ‘Banker 


and Investor.” 

Millett, Roe & Hagen, New 
York, offer four specific issues of 
investment bonds, giving interest, 
term of life, interest days and 
yield at the present market price. 

Fisk & Robinson, New York, 
offer part of an issue of short- 
term railroad bonds, pointing out 
the difference between a short- 
term note, secured only on a com- 
pany’s general assets, and a short- 
term bond, which is a lien on its 
property. 

Cuyler, Morgan & Co., New 
York, publish a reserved banker’s 
card covering the points of ser- 
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vice offered by a banker and 
broker, but it is interesting, well 
displayed, and gains force from 
its position among so much in- 
formative financial copy. 

A. H. Bickmore & Co., New 
York, offer $200,000 in bonds of 
the Atlantic Shore Line Railway 
(Maine), giving a concise little 
financial statement of the com- 
pany, and explaining its solidity 
of organization. 

Devitt, Tremble & Company, 
Philadelphia, describe a $150,000 
issue of bonds on the property of 
a Great Lakes steamship com- 
pany, clearly setting forth the 
details of a proposition that seems 
to require extended explanation 
because of its unfamiliar nature. 

Megargel & Co., New York, 
advertise for business in buying 
and selling inactive securities. 

J. S. Bache & Co., New York, 
send investors a four-page week- 
ly paper free. 

Other houses represented in 
this issue are the Carnegie Safe 
Deposit Vaults, New York; Kim- 
ball Investment Co., Parsons, 
Kan.; Cleveland Trust Company, 
Cleveland; Bankers’ Trust Com- 
pany, New York; New York 
Central Realty Company, New 
York; United States Mortgage & 
Trust Company, New York; 
Schmidt & Gallatin, New York; 
New York Realty Owners Co., 
New York. 

The striking point in the whole 
array seems to be, that each 
house makes some definite offer, 
either of one security, or a group, 
or of descriptive literature, or else 
gives concrete information about 
some distinctive sort of security. 
Back of this advertising, of 
course, works a body of experi- 
enced bond salesmen, and just at 
this particular time the copy may 
be written with extra pains be- 
cause there is an unusually favor- 
able bond market. But apart from 
all other considerations, it is ob- 
vious that the bankers and 
brokers now aim to inform, and 
please, and fit every pocketbook 
with sound, productive securities, 
and they seem to be doing it well 
to-day, and to be advancing to a 
point in the future where they 
will do it even better. 
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THE STRENGTH OF THE 
“CATALOGUE HOUSE.” 


For the past year, the Imple- 
ment and Vehicle papers, and 
those who serve the interests of 
retailers generally, have been rais- 
ing great outcry against the 
“Catalogue House,” and what 
they are pleased to call “Cata- 
logue House Methods.” They 
claim, and there is a certain de- 
gree of truth in what they say, 
that the big mail-order organiza- 
tions, in Chicago and elsewhere, 
are taking the trade of the retail 
dealers in the smaller towns to 
such an extent that there is great 
danger of destroying the villages 
as business centers altogether. 
They print page after page of in- 
vective, more or less bitter, ex- 
posures of “catalogue house meth- 
ods”—which, after all, are noth- 
ing more nor less than shrewd 
advertising to reach _ certain 
classes of buyers, with a strong 
follow-up,—and they try to teach 
the dealer that he can compete 
successfully with the catalogue 
house in every respect. One 
paper has gone so far as to main- 
tain a more or less effective sys- 
tem of espionage at the receiving 
doors of Montgomery Ward, 
Sears, Roebuck, and others, with 
a view to ascertaining what 
manufacturers are selling their 
product to catalogue houses, This 
information is published in a de- 
partment created for the purpose, 
and dealers are urged to boycott 
the products of manufacturers 
listed there. The disadvantages 
of dealing at a distance, of send- 
ing money in advance, of buying 
goods without seeing them, of 
paying freight and express 
charges, all are much dwelt upon. 
Misrepresentation in advertising 
is charged to the account of the 
catalogue house, with pretty good 
evidence to back it up. Cartoons, 
good, bad and indifferent are em- 
ployed to show the iniquities of 
the mail-order magnate and the 
virtues of the local merchant, and 
the tribulations of those who are 
stung. In short, these papers are 
almost too feverishly wide-awake 
to the interests of the dealer, as 


against the tentacles of the Chi- 
cago octopus. 

A story which has been pretty 
widely circulated is worth repeat- 
ing, because it shows, perhaps, 
the best of the arguments pre- 
sented against the mail-order 
business, and shows, too, how the 
main point in the question is 
missed. 

A man went into his local 
store, to purchase an axe, The 
dealer showed him one, the price 
of which was $1.20. The cus- 
tomer remarked that he could 
buy the axe in Chicago for 95 
cents, whereupon the dealer vol- 
unteered to meet the price, upon 
the catalogue terms. 

The customer paid his 95 cents, 
plus 2 cents for postage, 3 cents 
for money order, and 25 cents ex- 
press charges, bringing the total 
cost to $1.25. The dealer threw 
the axe back on the shelf, and 
told him to come back in ten days 
and get it! 

This article is not a brief for 
either catalogue house nor retail 
dealer. If the former can do 
business with greater economy, 
with greater efficiency at the cost 
of equal energy, it is bound to 
push the dealer out of the race. 
People are. not accustomed to let 
sentiment interfere with business 
to any great extent, be that fact 
fortunate or otherwise. And on 
the other hand, if the local mer- 
chant can serve each his individ- 
ual community better, at a small- 
er expense, than the catalogue 
house can, the mail-order house 
will eventually become extinct. I 
believe there is room for both of 
them 

If, instead of swearing at and 
condemning the catalogue house 
in general and in particular, the 
dealer will study it a little, he will 
learn much to his advantage. He 
will push the catalogue house 
harder for the new customers, and 
begin to make inroads on the 
business of the old ones. All of 
which will not hurt the mail- 
order business; healthy, -vigor- 
ous competition hurts no man. 

There is a point about the cata- 
logue house which the opposing 
journals seem not to have noticed. 
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It is this: the catalogue house 
tells something in its advertising. 
It is couched in glowing terms, 
doubtless, often exaggerated and 
sometimes sadly beyond the 
truth; but the fact remains that 
the possible buyer is told that they 
have the goods, and he is told 
much about the goods, 

The local dealer advertises, too, 
in his local paper—that is to say, 
he buys space in which ink is to 
spread—but far too often he fills 
that space with a mere list of a 
dozen articles or so, which he has 
in stock, or contents himself with 
a business card, He is seldom 
anxious to print prices, and when 
he does he gives little or no in- 
formation along with them. 


The strength of the catalogue ° 


lies, I think, not so much in the 
prices offered as in the fact that 
it gives so much _ information 
about the goods advertised. It 
describes them, not so much in 
the superlative abstractions of 
“best,” “most useful,” “cheapest,” 
etc., but in the descriptive con- 
crete, “genuine, seasoned mahog- 
any, ‘honestly constructed and as 
heavy as iron.” By describing 
the article in a direct, impressive 
manner, the reader is made to 
imagine it in his own home or 
workshop, and in the next sen- 
tence he is told how much it will 
cost him to get it there. 

Isn’t there a lesson in this con- 
troversy for the average general 
advertiser? People don’t send 
miles away from home for an 
article which they could buy in 
their own town, merely to save 
a dime or two, especially when 
they pay three times the dime in 
transportation charges, and have 
to wait days for the goods after 
paying for them in advance. They 
don’t turn down Hiram Stokes at 
the implement depot just because 
the Chicago man’s buggy is $3.75 
cheaper, in Chicago. No, 
Hiram Stokes’s buggy may be 
just as good; it may be cheaper 
in the end, but they don’t know 
about it. And they do know, or 
think they know, all about the 
catalogue buggy. They have 
studied it from top to tire, from 
whip socket to whiffletree, and 
that is the buggy they want. 
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The moral of all of which is: 
In your advertising don’t be 
afraid to let a little information 
trickle through. 

Roy W. JoHNSON. 


———_+—__——— 


FRANKLIN SQUARE SENDS 
CONGRATULATIONS. 
Harrer & BRoTHERS, 
Advertising Department. 
New York, June 30, 1908. 
Mr. J. D. Hampton: 

Dear Str—I have always enjoyed 
and looked forward to—each week— 
the reading of Printers’ Ink. Since 
reading in the daily press of the pur- 
chase of that property by you and your 
associates, in future the paper will 
have a double and enhanced value. 

Sincerely yours, 
Frank D. SNIFFEN. 
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IN THE ELECTRIC FIELD. 


In few fields will one find so 
much genuine originality all the 
time, both in advertising and sell- 
ing methods, as in the electrical 
industry. 

Not long ago, for instance, the 
Scranton Electric Company, 
Scranton, turned its plant over 
to the promotion department for 
a Saturday night demonstration 
that would impress the company’s 
service on the whole town. What 
is called ‘spectacular lighting” by 
the electrical men has been in- 
stalled with unusual aggressive- 
ness in downtown Scranton the 
past year or two—electric signs, 
decorative lights on business 
places, etc. What such lights 
mean to a town is not always ap- 
preciated by its citizens, for being 
installed one by cne, and the in- 
crease of illumination coming 
gradually, the citizen fancies that 
Main street is just about as it 
used to be in the days of kero- 
sene lamps. So the advertising 
department gave a “Scranton be- 
fore and after” exhibition. At 


precisely eight thirty one Satur- 
day night the lights in every sign 


were turned off and _ darkness 
permitted to reign for a full sixty 
seconds. The darkness was like 
an eclipse. Crowds halted in 
their tracks, though they had 
been prepared for the spectacle by 
advance notices. The demonstra- 
tion was talked of until midnight. 
At the National Electric Light 
Association convention in Chicago 
recently a day and a half was 
given up to advertising and sell- 
ing methods, and the papers read 
at this “Commercial Day’’ session 
were of great point and interest, 
each being prepared under an as- 
signed topic by a committee of 
electrical men familiar with that 
particular subject, instead of in 
the usual way, whereby a topic 
is assigned to one speaker. 
Queries submitted to 138 com- 
panies brought out the opinion 
that the advertising and market- 
ing of electricity are in no way 
different from the selling of any 
other commodity. The ideal cen- 
tral station to-day has its adver- 
tising appropriation, its regular 
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talks in the local newspapers, and 
its staff of solicitors working un- 
der the contract agent. Some 
kinds of service are considered 
“regular,” as lighting, elevator 
motors, etc. Other service is 
rated as of the “created” type, 
being sold largely by special ef- 
fort. Soliciting is now divided 
into specialties by the more ag- 
gressive companies. The man 
who works on electric sign pros- 
pects, for instance, keeps to that 
field as much as possible, and be- 
comes well posted on arguments, 
estimates and efficient installation, 
Other solicitors specialize on in- 
dustrial motors, electric heating 
and decorative lighting. The in- 
troduction of domestic contriv- 
ances such as electric flat-irons, 
sewing machine motors and elec- 
tric pads is best done by women 
solicitors. 

Customers’ accounts are classi- 
fied according to branch of ser- 
vice, to determine along what 
lines business grows best. Sales 
and advertising stimulus can be 
put behind the lines that show 
weakness, and also behind those 
that show exceptional strength. 
Great care is now given to the 
complaint department. The cus- 
tomer with a complaint is just 
the person to turn into a good 
personal friend, and when intelli- 
gently handled can often be led 
to increase service by direct cor- 
respondence or calls. Another 
thing watched closely in connec- 
tion with promotion is business 
lost. Records are kept, with 
reasons, 

Electrical wiring contractors 
are cultivated by the companies, 
who transform them into friends 
and auxiliary solicitors. In some 
cases their business cards are 
published in the company’s 
monthly bulletin, arranged alpha- 
betically or geographically under 
some such heading as “Trust- 
worthy Electrical Contractors.” 
In other cases the advertising de- 
partment entertains the contrac- 
tors, giving informal talks about 
what is being done in the promo- 
tion of service. _ They are also 
kept informed by letter or print- 
ed matter, and furnished litera- 
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ture for use on their own cus- 
tomers. 

One company purchases elec- 
trical supplies in quantities and 
places them with local depart- 
ment stores, hardware men and 
other merchants. Even drug 
stores can handle some types of 
apparatus. A fair profit is fig- 
ured for the merchant; and the 
company carries stock for him 
like a jobbing house. The com- 
pany makes no money on_ this 
business, but it is regarded as a 
happy state of affairs in the cen- 
tral station when apparatus can 
be bought as freely as pie-plates 
and spring medicines. The cen- 
tral station that devised this plan 
formerly carried on the work of 
selling apparatus itself, and found 
that the cost of placing each ap- 
pliance was several dollars. In 
this way the merchant does the 
sales-work and the company 
spends nothing except for general 
publicity. 

Another company finds it worth 
while to keep track of every 
“Motor for Bale” advertisement 
in local newspapers. By _ in- 
vestigation, it is found that some 
of these motors are advertised by 
customers who intend to use some 
other type of power. Perhaps 
there is a grievance at the bot- 
tom of the “liner” ad. A solicit- 
or’s call often results in straight- 
ening out a misunderstanding and 
keeping a customer. In another 
case a skilled illuminating engi- 
neer, trained in the distribution of 
lighting apparatus, is kept in the 
meter department, handling com- 
plaints that are made concerning 
overcharges. In seventy per cent 
of cases it is found that complaint 
rises from poorly designed or 
badly located lights, 

In Brooklyn the electrical com- 
pany has made an interesting ex- 
periment looking toward the 
transformation of its 1,500 em- 
ployees into auxiliary salesmen. 
These people are at work through 
the day. The company establish- 
ed a night school one evening a 
week, to teach methods of sales- 
manship, lamp practice, contract 
terms, ways of estimating, etc. 
Many of these employees now 
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have a local coterie of merchants 
in their home neighborhood, 
among whom they work even- 
ings. Fifty per cent of the first 
month’s bill is paid in commis- 
sions for all new _ business 
brought in. Some complications 
arose when this plan was first put 
into practice, but the company re- 
ports that these have been 
straightened out, and that the 
scheme is to be continued as a 
permanent feature of its organ- 
ization. 
‘nsitiatiegiitiheicatantas 

“PRINTERS’ INK” HIS IDEAL. 

Peorta, IIll., June 26, 1908. 
My dear Mr. Hampton: 

I learn to-day that you have se- 
cured Printers’ INK and the Ameri- 
can Newspaper Directory, and I hasten 
to congratulate you sincerely upon the 
acquirement of so valuable a property. 
Both of these properties were establish- 
ed and run upon ideal principles, and I 
am sure that the high standard which 
pos | have reached, will be maintained 
under your direction, 

I desire to compliment you and all 
those associated with you in this prop- 
erty. Yours very truly, 

H. M. PrInvett, 
Proprietor Peoria Journal. 
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MAINTAINING THE 
RITY OF THE 
MARK. 

Patent attorneys say that the 
amount of trade-mark litigation 
has increased enormously of late 
years. It usually takes the form 
of opposition on the part of owners 
of valuable trade names to the 
use by others of names having a 
striking resemblance. 

This matter of trade-mark vio- 
lation strikes at the very root of 
all advertising. At least fifty per 
cent of the advertising being done 
to-day is for the purpose of cre- 
ating property in trade-marks, 

Now there appears to be a 
growing class of shrewd persons 
who seek to wrest from the suc- 
cessful advertiser his hard-won 
laurels. This thing is not simply 
a matter of sentiment,—it is the 
most practical kind of a business 
proposition. Suppose you have 
spent pager in popularizing the 
name of a soap. Along comes 


INTEG- 
TRADE- 


another sae with a soap which 
he calls by a similar name,—per- 
haps only three or four letters of 


the name being changed. He 
trusts to such similarity to create 
confusion in the public mind, and 
to enable him to intercept a cer- 
tain amount of the sales resulting 
from the great publicity given to 
the original article. If it is a 
palpable infringement, the Patent 
Office or the courts will afford 
proper redress. 

But infringers are growing 
more skillful. They are learning 
how to infringe and still keep out 
of harm’s way. Problems are 
every day being put up to the 
Patent Office which are enough to 
turn the examiner's hair prema- 
turely gray. If someone builds 
up a reputation for a ‘“Rub-Dry” 
towel, has some other manufac- 
turer the right to market a “Dry- 
Quick” towel or a “Rub-Down’”’ 
towel? 

Between such names there are 
points cf similarity and also 
points of dissimilarity. ‘Ihe care- 
ful buyer will not confuse these 
names and purchase one when he 
intends to get the other. 

But most people are not careful 
buyers. 
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Advertisements are read hastily 
and only a general impression is 
left on the public’s mind, The in- 
fringer realizes this, and it is a 
study with him to see how close 
he can come to a well-advertised 
trade-name and _ still evade the 
penalty of the law. If he can in- 
vent a word sufficiently distinct 
to pass muster with the Patent 
Office and yet close enough to a 
famous trade-mark to confuse the 
large class of careless buyers, he 
may begin at once to reap where 
he has not sown. 

One of the neatest bits of sar- 
casm, ever handed down from 
the bench, emanated from Judge 
Lacombe, in the case of the Na- 
tional Biscuit Co, vs. Baker, in- 
volving the words “Uneeda” and 
“Twanta”; 

“It is a curious fact that so 
many manufacturers of proprie- 
tary articles when confronted 
with some well-advertised 
trade-name or mark of a rival 
manufacturer, seem to find their 
inventive faculties so singularly 
unresponsive to their efforts to 
differentiate. 

“Thus, in one case with the 
word ‘Cottolene’ before them, 
defendants’ best effort at dif- 
ferentiation resulted in ‘Cotto- 
leo’; and ‘Mongolia’ seemed to 
another defendant entirely un- 
like ‘Magnolia.’ The manufac- 
turer of the articles which de- 
fendants in the case at bar are 
selling, seems to have had no 
better luck, for, with the word 
‘Uneeda’ before him his device 
to avoid confusion was the 
adoption of the word ‘Iwanta.’” 
The whole publishing and ad- 

vertising fraternity are interested 
in the preservation of the in- 
tegrity of trade-marks. 

The infringer does not intend 
to advertise. 

His purpose is to secure the re- 
sults of advertising without pay- 
ing for them. 

Therefore he is an Ishmaelite 
so far as we, who depend upon 
legitimate advertising for our 
living, are concerned. 

The Patent Office in the first 
instance and the courts as a final 
resort can be depended upon to 
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deal out even-handed justice. But 
the publishing and advertising in- 
terests wield a great deal of 
power in themselves, and they can 
make the course of the predatory 
manufacturer decidedly unpopu- 
lar if the situation becomes suff- 
ciently grave to warrant united 
action. 

And the situation certainly is 
becoming more and more serious 
every day. 

It is not fair that a manufac- 
turer who, by expenditure of 
money and brains, succeeds in 
creating value in a_ trade-name 
should be harassed and put to 
heavy legal expense, to defend his 
rights to property which he has 
already purchased in the regular 
way from newspapers and maga- 
zines. The more light that is let 
in upon this subject, the more 
apt will the commercial pirate be 
to hesitate before he tries to get 
on the market with a close ap- 
proximation of a famous trade- 
mark. 

The infringer’s natural tenor of 
defense is that his proposed title 
is quite different from that of the 
article which it is alleged to re- 
semble. 

He magnifies the points of dis- 
similarity and minimizes the 
points of similarity. 

How could any _ intelligent 
human being ever mistake one for 
the other, he argues. 

Perfectly preposterous ! 

And there are clever lawyers 
who will build up for him a plaus- 
ible defense. 

Now there must always be some 
points of dissimilarity between a 
trade-mark and its infringement. 
As Justice Bradley pointed out in 
trying the case of the Celluloid 
Mfg. Co. vs. the Cellonite Mfg. 
Co., “The defendant’s name _ is 
not identical with the’ complain- 
ant’s name. That would be too 
gross an invasion of the com- 
plainant’s right. Similarity, not 
identity, is the usual recourse 
when one party seeks to benefit 
himself by the good. name of an- 
other.” 

Trade-marks 
like copyrights, 


are not handled 
but come within 
the province of the Patent Office, 
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which places certain safeguards 
around them, realizing how valu- 
able is the property they fre- 
quently represent. The person 
who wishes to register a trade- 
mark makes his application to the 
Patent Office according to re- 
quired forms. The application, 
the name and symbol are printed 
in the Patent Office Gazette, and 
in one-month’s time, if no one 
has entered an _ opposition, the 
trade-mark is confirmed. 

Then, a new trade-mark must 
pass a double fire: First, that of 
the trained examiners of the Pat- 
ent Office itself. Next, that of 
all subscribers to the official pub- 
lication. 

It is, therefore, well worth the 
while of the owner of a valuable 
trade-mark to watch carefully the 
new applications that are .pub- 
lished from month to month. In 
this way, he may be able to nip 
in the bud some clever infringe- 
ment which later might cause him 
endless trouble and serious finan- 
cial loss. The Patent Office Ga- 
sette is a government publication, 
admitting no advertisements and 
is sent to any address for five 
dollars a year. 

Joun IRvING ROMER. 


_—_- +> --—, 


BOOKLETS. 

The Storz Brewing Company, of 
Omaha, has issued a clever little book- 
let, the work of the advertising mana- 
ger, E, A. Higgins, and F. M. Sim- 
monds, manager of the Department of 
Modern Publicity of the Chicago En- 
graving Company. The booklet con- 
tains suggestions in ‘Dutch Lunches,” 
and a number of recipes of famous 
German chefs. 


The Chamberlin Metal Weather Strip 
Company, of Detroit, has issued a cata- 
logue which was designed, written and 

rinted by the Business Man’s Pub- 
fishing Company. The greater part of 
the booklet is devoted to half-tone 11- 
lustrations of buildings located in vari- 
ous parts of the country equipped with 
the Chamberlin Weather Strips, accom- 
panied by testimonial letters. 


The Osborne-Peacock Company, 
Ltd., an advertising agency in Man- 
chester, England, has = out a rather 
pretentious booklet telling of the com- 
pany’s service and giving samples of 
work done. The booklet is character- 
istically British in tone and appear- 
ance, but is to be commended esp-- 
cially on account of the treatment of 
the subject matter and the selection 
of advertisements, 
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BUSINESS GOING 

The Presbrey Agency, 

will use additional space to 
Force, 


Wood, Putnam & Wood, Boston, are 
sending out orders for Moxie, to news- 
papers. 

The Don Shoe 
Massachusetts, is 
newspapers, 


OUT. 
New York, 
advertise 


Brockton, 


Company, 
_from 


asking rates 


Agency is 
for the 


The Morse International 
using space in newspapers 
Press Syndicate. 


The Douglas Shoe Company, Brock- 
ton, will shortly place contracts direct 
with newspapers. 


J. W. Barber, of the Allen Agency, 
is asking rates on five hundred inches, 
from newspapers. 


The Seaman Agency, 
will handle the advertising 
Boston & Maine Railroad. 


Homer W. Hedge & Company, New 
York, are asking rates from magazines 
on some publishers business. 


Lord & Thomas, 
newing contracts with 
the Sterling Remedy 


Great Northern Railway copy is go- 
ing to a selected list of newspapers 
from Albert Frank & Company, 


Albert Frank & Company, New 
York, are sending out some copy for 
the Fisk Tire Company to newspapers. 


The Egg-O-See advertising will in 
the future be placed by the Chicago 
office of Nelson Chesman & Company. 


The Hotel Cecil, London, England, 
is being advertised in newspapers 
through the Dorland Agency, Atlantic 
City. 

The Fowler-Hay Company, Newark, 
is making contracts with newspapers 
direct, in cities where goods have been 
sold. 


New York, 


for the 


Chicago, are re- 
newspapers for 
Company. 


The Huyler advertising will not be 


the newspapers until fall, 


taken up in 
being placed by Louis 


the business 
Lewis. 

York, are 
for 
in- 


New 
newspapers 
inch, four 


Dauchy & Company, 
using extra space in 
Allen’s Foot Ease, one 
sertions. 


Wood, Putnam & Wood, Boston, are 
sending copy to the smaller newspapers 
in New Jersey, to advertise Minard’s 
Linament. 


Some seven inch, three time, copy 
for German Kali is going to mnews- 
papers through the Batten Company, 
New York. 


Frank Presbrey Agency, New York, 
is sending out orders for four inser- 
tions in newspapers, for the Bureau of 
Navigation. 

Louis V. Urmy, New York, will 
make up the list of newspapers to be 
used for the Pinaud perfumery adver- 
tising during July. 
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Homer W. Hedge & Company, New 
York, are placing some copy with 
newspapers for the General Acoustic 


Company's ear drum, 


Phillips 
American 
newspapers 


Some advertising for 
Publishing C ompany, for 
Magazine is going _ to 


through various agencies. 


the 
its 


Advertising Bureau 
manager), a new 
rates from  news- 
space. 


The Philadelphia 
(Milton Rubincam, 
agency, is asking 
papers on one inch 

The George H. 
New York, is using 
papers in smaller cities for 
Portland Cement Company. 


E. S. Wells, 


Satten Company, 
space in news- 
the Edison 


manufacturer of Rough 
on Rats and other preparations, will 
enlarge the list of newspapers to be 
used for his summer campaign, 


D. N. Wood & Company, makers of 
the Red Dwarf Ink Pencil, will use 
newspapers generally this fall through 
Andrews & Coupe, New York, 

N. W. Ayer & Son, 
use space in newspapers in 
future for the American 
Telephone Company, 


Arnold & 
using 
York, 
cago to 


The J. 


Philadelphia, will 
the near 
Telegraph and 
of Boston. 


Dyer, Philadelphia, are 
space in newspapers in New 
Boston, Philadelphia and  Chi- 
advertise the Wick hat band. 


Robert Wade Company, Rich- 
mond, is sending orders direct to 
newspapers, space to be used in the 
classified columns of Sunday editions. 


The 
Amsterdam, 
its expiring 


Chalmers Knitting Company, 
New York, will not renew 
advertising contracts with 
newspapers. This copy usually runs in 
the spring and is placed by the Fed- 
eral Advertising Agency, New York. 


The H. Sumner Sternberg Advertis- 
ing Service, New York, will place 
five and one-half inch, double column 
advertisements in a_ selected list of 
newspapers for Rosenberg Brothers & 
Company, of Rochester, manufacturers 
of ‘Fadclothes.” 

H. Sumner_ Sternberg Advertising 
Service, New York, is asking rates on 
ten thousand lines to be used within 
one year for Michaels, Stern & Com- 
pany, Rochester, clothing manufactur- 
ers. The appro sriation will be divided 
among about fifty newspapers through- 
out the country. 


The Sherman & Bryan Agency, New 
York, which confines its efforts  ex- 
clusively to handling and developing 
advertising clients in the men’s wear 
field, has secured an_ appropriation 
from the Phillips-Jones Company, New 
York, manufacturers of shirts. $50,000 
has been appropriated for the first 

, and this is the first money this 

has ever spent in  publicitv, al- 
though they are said to be the largest 
exclusive shirt manufacturers in the 
world. The appropriation will be spent 
in the magazines and for work on the 
retailer, 
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New soni oleic eae 
with 
Oustic 


lin Leading Chicago Newspaper 


apers ESTABLISHED 1844 


Ireau 


1ews: In standing, character, 
wg e and influence easily 
lison 

ial 


the foremost news: 


ough 
will 


be ) paper in 
:| | Chicago “<« 


Clean, 


e reliable, indepen: 
Daily dent, it has long 





stood pre-eminent 


as the great 


Journal” 


PAPER 


It goes into the homes of the people 
and for 64 years has possessed 
their confidence. Advertising in such 


a newspaper must pay—it does pay. 


Try it 
CHICAGO JOURNAL COMPANY 


117 MARKET STREET 


Eastern Representatives Western Representative 
LaCOSTE & MAXWELL W. FRANK DUNN 
45 W. 34th St., N. Y, City Tribune Bldg., Chicago 
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In the 
Morning 


the woman and man shopper start 
off on a new day with a fresh score 
—their program is all ahead, not 
behind. 

The announcements of advertis- 
ers in a morning newspaper are 
carefully scanned for the latest store 
news—offerings that attract—make 
an impression at the most oppor- 
tune time—pencil and mental mem- 
oranda are made—the route for the 
day is laid out. 

That is the time—in the morn- 
ing—to get a reception for adver- 
tising information and persuasion 
that results in the great desidera- 
tum—buying action. 

Besides the advantages of time 
and responsiveness, circulation of 
large known quantity and purchas- 
ing-ability quality is offered in 


Che Rew York Press 
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A Roll of Honor 


Noamount of money can buy a place in this livt fora paper not having the 





requisite qualification. 


Advertisements under this caption are accepted from putlisners who, accord- 


ing to tho 1 


907 issue of Rowell’s American Newspaper Directors, have submitted for 


that edition of tne Directory a detailed circulation statement. uuty signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the ij 
Directory, but have since supplied a detailed circuiation statement as described apove, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 19Cé issue of tne American Newspaper Directory. Cir- 
culation figuresin the ROLL oF Honor of the last named cnaracter are marked with an (:% ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American - 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing aud using the Guarantee Star. 


ALABAMA. 
Birmingham, Ledger, dy. Average for 1907, 
21,861. Fest icertleing medium in Alabama. 


Gadsden, Kvening Journal. dy Arernoe 1 07, 
2,468; January, 1908, 2,555, April, 2,726. 


Montgomery. Journal, dy. Aver. 1907, 9,464, 
The afternoon home newspaper ¢* its city. 


ARIZONA. 


Phoentx. Kepublican. Daily aver. 1907,6,519. 
Leonard & Lewis, N. Y. Reps. Tribune Bldg. 


ARKANSAS. 
Fort Smith, Times. Dai/y averave 1907, 4,188. 
Large-i circulation in city of 35,000, 


Little Reek. Arkansas Gazette. morning. 
197 av. 18,427, Sun. 16,492, The State paper. 


CALIFORNIA. 


kland, Enquirer. ((‘onsolidation 
Enquirer and He rald.) Average May, 
1908, 49,524, Largest circulation in 
Oakiand guaranteed. 


Sacramento, Union, daily. The quality me- 
dium of interior California. 


COLORADO. 


Denver, Post, has a vane cir. greater than that 
of any two other dail ath Syed pub, in ben- 
ver or Col, Cir. is—dy., Sun., 82,788. 


2 The absolute correctness of the latest 

circulation rating accoraed 
the Denver Post is guaran- 
feed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who sucesss- 
fally controverts its accuracy. 


CONNECTICUT. 


art Evening Post. Sworn daily, year 
Sworn daily, March, 12,49 


GUA 
TEED 


Bris 
4907, 11,9 


Bridgeport / mornin Telenra') any. 
Average for May. 1908, fig 
You can cover beiy yh? by using 
Telegram only. late. hee. yee line, flat. 
evening. Actual “i 
for 1906, %,580, Average for 1907, 7,7 


Weriden. Morning Record and Republican. 
Daily average 1906, 7,672; 1907, 7,769. 


Meriden. Journal, 





New Haven, Evening Register,dy. Annual 
sworn «aver, for 1907, 15.720; yk ad 12,104, 


New Haven, Leader. 17, 8,727. Only vg 
Republican payer. J. . MeKinney, sp. Agt. . 


New eves Palladium, ay. Aver. 06, 9,549: 
1907, 9,570. 

New Haven, Umon. Average /907,16,548. 
E Katz, Special Agent, N. Y. 

New Londor, Day. ev’g. Aver. 1906, 6,104; 
average for 197, 654% 3 March, 1908, 6,708. 

Norwalk, Eveniny Hour. April.circulation 
exceeds 8,500. Sworn stateme nt turnished. 


Waterbury, Nembhean, Av. 1907, 6,888 
morn.; 4,400 Sunday. Feb., v8, Sun., 5,922. 
DISTRICT OF COLUMBIA. 
ashingtoen, Evening Star, daily and Sun- 
Daily average for 1907, 85,486 (© ©). 

FLORIDA 


ae yo Metronolis.dy. Average ie 
0,880. £. Katz, Special Agent, New 


Jacksonville, Times-Union, morning. 
age January, February, March, 1908, 1 


w 
day. 


Aver- 
619. 


Tampa, Tribune, morning. _ Average 1907, 
12,516, Largest circulation in Florida. 


GEORGIA. 


Atlanta, Journal. dy. Av. 1907,51,144, Sun- 
day 56,882. Semi-weekly 68,275. The Jour- 
nal covers Vixie like the dew, 


IDAHO. 
Bolse, Fvening Capital News, d'y. Aver. 1907, 
5,868; Actual circulation, Dec. 1907, 6,070. 


ILLINOIS 


Aurora, Daily Beacon. Daily average ir 
1906, 6,454; 1907, 6,770; 4 monthe, 1908, 7,089, 


Chicago, The American Journal of Clinical 
Medicine. mo. ($2 00), the open aoor to the Ameri- 
can Doctor, and through him to the American 
Public, Av. cireul’n n for past 3 years, 87,794, 


Chiengo, Breeder’s Gazette. weekly. $2. Aver. 
circulation for year 196, 70,000. For year 
ended Dec. 25 1907, 74,755. Amos. '08, 74,889. 


Chicago, Commercial Telearaphers’ gournal, 
monthly. Actual average for 1907, 15,00 


Chienge. Dental Review, monthir. 
average for 1906, 4.0013 for 1907, 4,018. 


Chiengo, Journal Amer. Med. Ass’n. weekly. 
Av. for '07, 52,217; Jan., Feb., Mar.,’08, 58,087. 

Chicago, National Harnes: Review, monthly. 
5,00 copies each issue of 1907. 


“actual 
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Chteage, Record-Herald. Average 1907, dail 
151,564; Sunday 216,464. Jt is not dispute: 
thet The Chicago Record-Herald the largest 
net_ paid circulation of any two-cent newspaper 
in the world, morning or evening. 

b of the latest 


ia The lut 

circulation rating accorded 
the Record-Herald is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circulation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the oniy Chicago newspaper receiv- 
ing (OO). 

Galesburg, Republican-Regicster. even'g. Car- 
ries most advertising. Circulation, May, 6,174, 

Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 

Peorla, Evening Star. Circulation for 1907, 


21,659. 
INDIANA. 


Evaneville, Courier. Sworn daily circula- 
tion—average for 1907, 17,018. Average for 
1908 (four months), 17,672. Circulation ar- 
anteed to largest in Evansville. Smith & 
Budd, Representatives, N. Y., Chic. and St. L. 


Evanaville. Journal-News, Ar. for 1907, 18,- 
188. Sundays over 18,000. EF. Katz. 8. A..N.}. 


Lafayette, Courier and Call. 1907 av., 5,428. 
Popular want ad medium. 
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VA 
OORP 
TEED 


Only evenivg paper. 
Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1907. 26,112. 
Prineeton, Clarion-News. daily and weekly. 
Daily average 17, 1.577: weekly, 2,641, 
South Rend. Tribune. Sworn areraye Apr. 
1908, 9,664, Absolutely bestin South bend. 


IOWA 

Burlington, Hawk-Eye. daily. Aver. 1907, 
8,987. “All paid in advance.” 

Council Bluffs, Nonpareil. 
months ending May 3/. 18,480. 
kvening-Sunday. Only daily in city. 
covered otherwise. 

Davenport, Times. Daily aver. May,18.929. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 

Des Moines, Capital. daily. Lafayette Young, 
Publisher. Circulation for 1907, 41,582. late 
70 cents per inch. flat. If you are after business 
in lowa. the CAPITAL will get itfor you. First in 
everything. 

Dubuque, Times-Journal, morn. and even. 
Daily average, 1907, 11,849; Sunday, 18,555. 


KANSAS. 
Hutchinson. News. Daily 1906, 4.260; 7907, 
4,670. EH. Katz, Special Agent, N. Y. 


Lawrence, World, daily. Actual average for 
1907, 4,217. 

Pittsburg, Headlight, dy. and wy. Average 
1907, daily G2@S; weekly 5.547. 

KENTUCKY. 

Lexington: Leader. Av. ’06, evg. 5,157. Sun. 

6,798; for ’07, eve’, 5,890, Sy. 7,102, E.Katz. 
MAINE. 


Auguata. Comfort.mo. W. A. Gannett, pub. 
Actual average for 1907, 1,294,488. 

Augusta, Maine Farmer, w’kly. Aver. for 1907 
14,126, Kates low; recognized farmers’ medium. 

Bangor, Commercial. Average for 1907, daily 
10,018; weekly, 28,422. 

Phillips. Maine Woods and Woodsman.weekly, 
4. W. Brackett Co. Arerage for 1907, 8,012. 

Portland. Evening Exvress. Arerage for 1907, 
daily 18,514. Sunday Teleyrum, 8,855. 


Average six 
Morning — 
Can’t be 
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Waterville, Sentinel, 
daily. The fastest growing paper in 


MARYLAND. 
Baltimore, American. Daily average for 19, 
75,652; Sun., 91,209. No return privilege. ' 
Baltimore, News. daily. Evening News Pub 
lishing Company. —_ 1907, 3%,%48. For 

June, 1908, 90,8583 
The absolute correctness of the 
latest circulation rating accorded 
the News is guaranteed by the 
ublishers of Rowell’s American 
ewspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (OO). Boston's 
tea table paper. Largest amount of week day adv, 


tote tk 


Boston, Globe, Average 1907, daily. 181,844; 
Sunday 808,808. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon eaitions for one price. 


2.0.0: 0. 8. 


Human Life, The Magazine About People. 
Guarantees and proves over 200,000 copies m thly, 


D 
W 


Boston, Traveler, daily. Circulation over 
85,000. Kstablished 1825. The agyressive paper 
of Boston. John H. Fahey,editor and publisher, 


Fall River, Evening News, The Home Paper. 
Actual daily average 1907, 7,049, 


1907 average, 8,418 
aine. 


Boston, Post. Average 1907, 
daily, 248,980; Sunday, 
226,768. Not over two morn- 
ing pepere in the country 
equa is circulation. In- 
cluding morning, evening and 
Sunday papers in comparison, 
not over six American news- 
papers approach the circula- 
tion of the Daily and Sunday 
editions of The Boston st. 
“Grow with us in 1908,” 


Gloucester, Times. 1907 average, 


7,804, 
Read by 95 per cent of Cape Ann readers. 


lye, Eecaing Item. Daily sworn av. year 
* 3 . 


1906, 1907, average, 16,522, ‘The 
Lynn family per. Circulation unapproached 
in quantity or quality by any Lynn paper. 
Salem, Evening News. Actual daily average 
Sor 1907, 18,261. 


Worcester, Gazette, eve. Av. 1907. 14,682 dy. 
Largest eve. cire’n. orcester’s ** Home” paper 


Woreeaster. L’Opinion Publique, daily (© ©). 
Paid average for 197. B88. . sid 


Worcester, Telegram. morning. 26,827 in 
1907, Largest in State outside Boston. 


MICHIGAN, 


Bay City, Times, evening. Average for 
1907, fh054 Copies, daily, guaranteed. til 


Jackson Patriot, Average May, ’08, daily 
8,499, Sunday 9,802, Greatest net circulation, 


Saginaw. Evening News. daily. Average for 
1907, 20,587; May, 1908, 19,158, 
MINNESOTA. 


Duluth, Evening Herald. Daily average 1907, 
28,098. Largest by thousands. 


Minneapolis. Farmers Tribune. twice-a-week. 
W.J. Murphy, pub. Aver. Sor 1907, 82,074. 
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Minseapelie, | Farm Stock, and Home, semi- 
monthly. Actual a e 1905, ST,I87 aver- 
aye for 1906, 100. 266; for 1907, 108.588. 

absolute accuracy of Farm 
Stock & Home's circulation rating 
is ee ee by the American 
ay New: . Circulation is 
prectionts ‘confine to the furmers 
of Minnesota, t he Dakotas, Western 
isconsin aud Northern Iowa. Use 
it to reach section must projitably. 


Minneapolis, Journal. Daily, 


and Sunday ‘(@Q). In 1907 aver- 
age daily circu ntton, ~~ 
a. only. In 1907 a 


72,578. "Daily = 

age circulation Sor May, 1908, 
evening only, 75,808, Average 
Sunday ctreulation ‘or May, 1908, 
he absolute accuracy 

of ‘the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 

uaranteed to go into more 


mes than ra 4 paper in its field 

and to reach the great army of 

©©| purchasers throughout the 
Vorthwest. The Journal me 


results. pee aa 

CIRCULAT’N Minneapolis Tribune W. 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Jor the year ending Decembe-, 
1907, was 76,668. The daily 
Tribune average per issue for 

~N 
paper Dires. the year ending December, 1907, 
ry. was 101,165. 


Minneapolis, Svenska Amerikarska Posten. 
Swan J. furnblad, pu. 1907, 54,262, 


St. Paul, Pioneer Press. Net averuge ctrcula- 
tion for 1907—Daily 85,716. Sunday 85,465. 
The absvlute accuracy of the 

Pioneer Press circulation stat-- 

ments is guaranteed by tne Ameri- 

can a Directory. Ninety 

per cent of the money due for sub 

pak ype wd is @ollected, showing 

subscribers take the paper 

because they want it. All matters 

te gia to circulation are open to investi- 


MISSOURI. 
Joplin, Globe, daily. Average 1907, 17,080. 
E. Katz, Special Agent, N. Y. 


oseph, News-Press. Circulation, 1907, 
sh sens ‘Smith & Budd, Eastern Reps. 


8t. Louis. National Druggist,mo. Henry R. 
Strong, Editor ana Publisher. Aver. for 1907, 
10,576 (© ©). Eastern office, 59 Maiden Lane. 


St. Louis, National Farmer and Stock Grower, 
mo. Actual average for 1907, 104,666, 


NEBRASKA, 


Lincoln. Deutsch-Amerikan +g weekly. 
148,245 for year ending Oct. 30, 190 


Lineoln, Freie Presse. sow. pon year 
ending Sept. 25, 1907, 142,98: 


NEW HAMPSHIRE. 
Nashua, Telegraph. The only daily in city. 
Average for 1907, 4,271. 
NEW JERSEY 


Asbury Park, Press. 1/907, 5,076. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual " Sataeead Sor 
year ending December 3, 1907, 9,00 


Elizabeth, Journal. Av. 1905. * ae 1906, 
%,847; 1907, 8,811; Jan., 08, 9,479, 

Jersey City. Evening Journal. Arerage for 
1907, 24,880. Last three months 1907, 25,928. 


Newark. Kve. News. Net dy. av. for 
68.022 copies, “Vor 1907, 67,1955 Jan, 69,829. 





Trenton, Evening Times. Ar, 1906, 18.287; 
aver, 1907, 20,270; last 4 yr.’07, aver. 20,409, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1907. 16,895. It’s the leading paper. I 


Brooklyn, N. Y. Printers’ Ink says 
THE STANDARD UNION now has the 
largest circulation in Brooklyn. Daily 
average for year 1907, 52,69 692. 
Brooklyn, Weekly Record, weekly, 2 cents. 
Aver, for year 1907,6,112, A want ad medium, 
Buffalo. Courier, morn, Av./97. Sune ste, 
447; daily, 51,604; Enquirer, even.. 84,570 


Buffalo. Evening News. Daily sreneut oo. 
94.6903 for 1906, 94,7455 1907, 94,848 


Mount Vernon, A a, Argus. evening. Actual adatly 
average for year ending iding May 31, 1908, 4,426. 


Newburgh, Daily ! Daily News, evening. Av- 
erage circulation first quarter 1908, 


Sy 6,088, Circulates throughout Huason 
Valley. Examined and certified by A.A.A. 
New York City. 

New York, Army and Navy Journal. Est. 1863, 
Weekly average, 4 mos. to April 25, ’08, 10, 185. 
Automobile. weekly, Average for year endin 
Dec. 1907, 17, 095. siti ° 
Baker’s Review, monthly. W.R. Gregory Co., 

publishers. Actual average for 1907, 5,784, 
Benziger’s Magazine, the only popular Catholic 


Family Magazine published in tbe United states. 
Circulation for 1907 64,416; 50c. per agute line. 


Clipper, weekly (Theatrical), Frank eee 
Pub. Co., Ltd. Aver. for 197, 26.641100 


El Comercio, mo. Spanish export. J. Shepherd 
Clark Co, Average for 1907, 8,888—sworn. 


Music Trade Review, music trade and art week- 
ly. Average for 1907, 4,7 

The People’s Home Journal. 564,416 mo. 
Good Literature. 458,666 monthly, average cir- 
culations for 1907— all to paid-in-advance sub- 
scribers. Lupton, pub., Inc. Briggs & 
Moore, West. Rep’ 'S., 1438 Marquette Bdg., Chicago. 


The Tea and Coffee Trade Journal. Average 
circulation mothe fh aaine June, 1908, 9,818; 
June, 1908, issue, 10,5 
The World. Actual aver. for 1907, Morn... 345,- 
442, Evening. 405,172. Sunday, 488,885. 
Poughheopete, Star, evening. Daily average 
Sor 1907, 8, 79%; for March, 1908, 4,528. 
Schenectady. Gazette, daily. A. N. Liect 
Actual average for 06, 15,809; Sor "07, 17,152. 


Syracuse. Evening lleraic. daily. Herald Co 
pub. Aver, 197, daily ily 85,509, Sunday 41,180. 


Troy, Record, Average circulation 
1907, #0, 108. Only paper in city which 
has permitted A. A. A. examination, and 


mando pul public the report. 
Utiea. National a Contractor, mo. 
Average for 1907, 2,54 
Utiea. Press. daily. Owto A. Meyer, publisher. 
Average for year en ing Dec. 31, 1907, 14,889, 
OHIO. 
Akron, Times, daily. Actual average for 
year 1906, 8,977; 1907, 9,551. 
Ashtabula. Amerikan Sanomat, 
Actual average for 1907. 11,1 


Finnish. 


Dayjom, Journal. 7907, actual average, 


21,217. 
Springfield, Farm and Fireside. over }4 cen 
Ps iy By agricult’! paper. ’07, 447,845, 


Youngatown. Vindicator. D'y. av. 07. 14,7683 
Sy. 10,017; LaCoste & Muxwell, N.Y, & Chicagy. 
OKLAHOMA. 


Muskogee. Times-Democrat. Average /906, 5, 
514; for 1907, 6,659, E. Katz, Ayt., N.Y. 
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Oklahoma City, The Oklahoman. 907 aver. 
20,152; May, °08,26,214, E. Katz, Agent, N.Y 


OREGON. 


Portiand, Journal, bas larger circula- 
tion mm Portland and iv Oregon than any 
other daily paper. Portland Journal 
diily average 1907, 28,805; for May, 
19u8, /reeland- -Benjamin, Kep- 

resentatives, wy and Chicago. 


Portland, The Oregonian ( ) 
For over fifty years has ay 4 
great newspaper of the Pacific 
Northwes % more circulation. 
more forei; more local and 
more classi ed advertising than 
any other Oregon newspaper. 
May circulation, daily average 

84,287; Sunday average 48,555. 


PENNSYLVANIA. 
Cheater, Times. ev’g d’y. Averace 1907.7.640. 
N. Y. office, 20 B’way. F. ht. Northrup, Mer. 


Erie, Times. daily. Aver. for snr, 18,511; 
May, 1/908, 18,898. E. Katz, Katz, Sp. Ag., 


Harrisburg, Te! egraph. S Sworn av. pos 1908, 
15,222. Largest patd atd cir. in H’b’g or no pay. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.” 


NET AVERAGE FOR MAY 


246,909 


CUPIES A DAY. 


WILLiaM L. MCLEan. 
hiladeiphia. Contec pomety Journal, mo. 
Av. 1906, 5,514 1907, 7, 5,514 « (OO). 


ORO 


The correctness of FARM JOURNAL’S MI, 
subscription statements is red wi 
per })i- 


arm paper in the world. 
awarded the ‘© ©), and 
ot all, the Seventn Sugar Bowl. 


JOO 


Philadeiphia. The Press is 
Philadelphia’s Great Home News- 
any per. sides the Guarantee 
tar,it has the Gold Marks and is 
on the Roll of Honor—the three 
most rena distinctions for 
any newspaper Sworn average 
Sv of the gaily Press for 

1907, 102,993; the Sunday I'ress, 124; 


PRINTERS’ INK. 


We ~ Cheater. Local N 
-— * n. ya ee 
n its 35th year, 
ndent. Has Chester ‘Pounts 
and vicinity for its field. Devoted 
to home news, hence is a home 
pape per. Chester County is second in 
he State in agricultural wealth. 


VA 
OONF 
aa) 


York, Dispateb and Daily, Avera ‘or 1907, 
18,124. . we 


RHODE ISLAND. 


Pawtucket. Evening Times. Aver. cérculation 
for 1907, 17,908 (sworn). 


Previdenee. Daily pournal, 17,712 
‘90. sunday, 24,178 «O@). Evening 
Bulletin 87,061 aver mae 197 Bulletin 
circulation for 1908 over 45,000 daily. 


SOUTH CAROLINA. 


Charleston. Evening Post. Actual dy. aver 
age for 1907,4,251, May, 1908, 4,883, 


Columbia, State. Actual aver. 
age for 190? a. s3 3 a - 
a. ‘SO 
oe Zz. y onrall 
Sor rar pon months of 198, 
iain.e ©) 18,808; Sunday (©) 


Spartanburg, Herald. Actual daily vt: 
ciroulation for first four months of 1908, 8,87 


TENNESSEE. 


Chattunooga, News. Ave 
Sor 17, 14.4 Only Chatta- 
nooga paper permitting exami- 
nation circulation by A. A. A. 
Carries more advg in 6 «aays 
than morning paper 7 days, Great- 
est Want Ad medium Guuran- 
tees larg+stcircuiation or no pay. 


Knoxville, Journal and Tribune. 

fo re year ending Dec. 3/, 197, 
14,694, Week-day av. Jan. and Fe 
ruury, 1908, in excess of 15,0 


UA 
ite 
TEED 


Wr! 


Memphis, Commercial Ap ial fey Ox gaily. Sunday, 
weekiv, 1907 av.: Sunday, 

61 2783 weekly, n0.0 8. Smith vy Thompson, 
tepresentatives, N.Y. and Chicago. 


Nashville, Banner. daily. Aver. for year 1206, 
31,455: for 197, 86,206 


TEXAS. 


El Paseo, Herald. Jan.. av., 9,008. More ay 
voth other El Paso dailies. ' Verified by A. A. 


VERMONT. 


Barre, Times. dailv. F E. Langiey. Aver. 1905, 
3,527; 1906, 4,118; 1907,4,585, Exam. py A.A.A 


Bennington. Banner. daily, F. F. epee 
Actual average for 1906, 1, 980; 1907, 2,019. 


St. Albans, Messenger, ay. Average for 1907, 
8.882. kxamined by A. A 


VIRGINIA. 
Danville, The Bee. Av. 1907,2,711. April, 
1908, 8,285. Larges: circ n. Only evening paper. 


WASHINGTON. 
Seattle, Poxt Intelligencer (OO). 
Av., for Feb. 1908, net -Sunday 
89,6 6; Daily, 82,088; week: day 
80,874. Oniv sworn circulator. 
in Seattie. Largest genuine and 
cash paid circulation in Washing- 
ton; highest gh. best service, 
greatest results always. 


Tacoma, Ledger. Average 1907, daily, 17,482; 
Sunday, 25,002. 


Taecomnu. News. 
urday, 17,630, 


WEST VIRGINIA. 


Average 1907,16,525; Sat- 





Piedmont, Business Farmer, + aR lar- 


gest trrm paper circulation in \\ est Vir 





ulation 


17,712 
e ening 
ulletin 
nily, 


j. aver 
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Ronceverte. W.Va. News. J: Wm. B. Blake 
&Son, pubs. ver. 1907, 2, 


WISCONSIN. 


Janesville, Gazette. Daily average for 1907, 
8,67 1; semi-weekly. 2,416; May,’05, dy., 4,546, 


Madiaxen. State Journal, “dy. anaied average 
for 1907, 5,086. 


Milwaukee, The Journal, eve.. 
ind daily. Daily average for az 
51,922; for April, 195, &7,21 
daily gain over Apr., 197, 4,8 
The paid circulation ‘of 
Milwaukee Journal is 
that of any two ctner pa 
Muwaukee. andthe city pad 
tion of The Milwaukee Journal is larger than is 
the combined city circulations of any three 
other Milwaukee dailies. ‘Ihe Jourval leads all 
Milwaukee papers in class.fied and volume of 
advertis ng ca ried, 


Milwaukee, Evening Wisconsin.d’y, Av. 1907, 
O82 ©). Carries largest amount of ad: 
vertisiug of any paper in Mik in Milwaukee. 


T" WISCONSIN 
GRICOLTORIST 


Racine, Wis. Estab. 1877. 
Actual weekly average for vear 

ended Dec, 30. 1907, 66,817. 
Larger circulation im Wiscon- 
sin thanany other paper. Adv. 
$5.50 an me . Y. Office. Tem- 
ple Ct. W.C. Richaurasou, Mgr. 





Oshkosh, Northwestern. wt Averaye for 
4907, 8,680. Examined by A. A 


Racine, Journal gaily. Average for the last 
six months 1907, 4. 4,876,” 


WYOMING. 


Chevenne,. Tribune Actual daily average net 
for 1907, &, O24; semi-weekly, ’07, 4,810. 


BRITISH Wy hay gps 


Vancouver, Province. daily, Av. for 1907, 
18,846; May, 1907, 18,221; a. = 15,891. 
H. LeClerque, U.S, Reps .,« ‘hicagoand New York. 


MANITOBA, CAN. 


Ww innipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r, Av. /97.16,546, Rates d6c. inch. 


Winnipeg, Free Press. dailv and weekls. Ar- 
eee Sor 1907, daily, 86,8524, daily he 1908, 
84,755; weekly av. for mo. mo. of May, 27,812 


Wisnipes Telecram. 2 Average daily. Mar. 
08, 28,2785. Weekly av. 27,000. Flat rate. 


QUEBEC, CAN. 


Montreal, La Pre se. Actual average, 907, 
daily 108,828, weekly 50,197. 


Montreal, the Daily Star and 

The Family Heraid and Weekly 

Star have nearly 200.000 subserib- 

[Lele ers, representing 1.000,000 readers 
—one-fiftn Canada’s popuiation. 

TEED Ar, cir. of tne Daily Star for 1907 
62,887 copies daiiy; the Weekly 

Stur, 129,885 copies each issue. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class, 


COLORADO. 
\ J ANT advertisers get best r- sults in Colorado 
Springs Evening Teiezraph. lc. a word. 


ud Wa K DENVER Post prints more paid ‘‘ Wanc”’ 


advertisements than all the other news 
pupcre in Colorado combined. 


DISTRICT OF COLUMBIA. 


INDIANA. 


HE INDIANAPOLIS NEWS, the best medium 
in the Middle West for maii-order classified 
ebteieenan 3 carries more of it than ail the other 
Indianapolis papers combined, its total in 1907 
being 289,807 ads (an average of 919 a day)—23.331 
more than all the other local papers bad. The 
News’ classified rate is one cent a word, and its 
daily paid circulation over 75, 





pene EVENING and SUNDAY STAR. Wash 
D.C. (@ ©). carries DOUBLE the poster of 
WANT ADS of any other paper 


ILLINOIS, 


T™2 AURORA BEACON publishes more “Want 
” than any other Northern [ilinois news- 
paper ontelde of Chicago, One centa word. 


Rate lc. a word, 


HE Champaign News is the leading Want ad 
medium of Ventral Kastern lilinois. 


SON EARLY everybody who reads the Eng- 
lish language in. around or about Chi- 
cago, reads the DAILY News,” says the Post- -office 
Review. and that’s why the DaILy News is Chi 
cago’s “want ad” directory. 





T= TRIBUNE publi mo: lassitied ad- 
vertising than any other Ghienue newspaper. 


ALESBURG REPUBLICAN-REGISTER leads all 
1 linois inland dailies in paid Want ads 





The SMMC STAR 


Publishes more classified advertising 
than any other paper in Indiana. 
During May, 1908, The Star carried 
60.25 columns more paid ‘‘ Want’? 
advertising than its nearest competi- 
tor. 
Rate, Six Cents Per Line. 











MAINE. 
‘q. He Kvenine xpress carries more Want ads 
than all other Portinnd dailies combined. 


MARYLAND. 
Lhe Baltimore News carries more want Ads 
than any otner Baltimore daily. It is the 
recownized Want Ad medium of Baltimore. 
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MASSACHUSETTS. 


0.0.0.0. @. 1 


M\HE BOSTON GLOBE, daily and fantey. Soe 
the year 1907, printed a — of 446.736 1 
“want” ads. There was a gain of 1,979 over the 
seed 1906, and was 230,163 inore bay — other 

a paper carried for the year 1907 


Fee We We We We 


Tr Boston Evenine Tha TRANSCRIPT is the great 
resort guide for New Knglanders. ‘they 
pom ag to find all good places listed in its adver- 

columns, 





MINNESUTA. 


The Minneapolis JOURNAL, Daily 
and Sunday, cerries more clas- 
sitied advertising thav any other 
Minneapolis newspaper. From 

jan. 1 to May 1 the average num- 
ber of columns each week was 135. 
No free Wants and no Clairvoy- 
ant nor objectionable medical 
advertisements . Clussi- 


Individual advertirements, 
28,541. Eight cents per agate line 
per insertion. if charged. Noad 
taken for less than 24 cents. If 
cash accompanies order the rate 
is 1 cent a word. No ad taken 
less than 20 cents. 
T% MINNEAPOLIS be po is the recognized 
Want ad 








CIRO’LAT’N f git MINNUAPOLIS TRIBUNE is 
the oldest Minneapolis daily 
and has over 100.000 subscribers. 
It publishes over 80 columns of 
Want advertisementsevery week 
at fuli price (average of two 
pages a day); no free adseprice 
we both ae | and even- 
ng issues. ate. 10 cents per 
by Am. Newa- ' r 
paper Di'tery line, lvaily or Sunday. 





, Rae eh DISPATCH. St. Paul, Minn., covers 
field. Average for 1907, 68,671. 


MISSOUKIL, 


HE Joplin GLoBe carries more Want ads 

than all other papers in Southwest Missouri 
combined, because it gives resuits. One centa 
word. Minimum, lc. 


MONTANA, 
7" » Anaconda STANDARD fs Montana’s great 
nt-Ad” medium; ile. a word. Average 
pe... daily for 1907, 11,084; Sunday, 15,090. 


NEW JERSEY. 


DRSEY CITY Evenine JouRNAL leads allother 

Hudson County newspapers in the number 

of classified ads carried. It exceeds because ad 
vertisers get prompt results. 


EWARK, N. J. FREIE ZEITUNG (laily and 
a Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per worde 8 cents per month. 





NEW TORK. 


LBANY EVENING JOURNAL. Fastern N. Y.’s 
best paper for Wants and classified ads. 


RINTERS’ INK, published weekly. The rec 
ognized and leaaing Wantaa medium for 
want ad mediums. mail order articles, advertis 
ing novelties, printing. typewritten ci:cuiares, 
rubber stamps, Office devices. adwriting, balf- 
tone making, and praciivaliy anything whicn 
tnterests and appeais to advertisers and busi- 
ness men. Classified aavertisements. 20 cents 
a line per flat, six worus w a line, 
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I UFFALO EVENING NEWS with over 95,000 cir- 

culation, is the only Want Medium in ‘Butfalo 
and the strongest Want Medium in the State, 
outside of New York City. 





A=. Mount Vernon’s only daily. Greatest 
Want Ad medi in Wi hester County. 


Ole, 
[’ a list of 100 recogaiaed classified advertising 
mediums. only two produced results at u 
lower cost than The CINCINNATI ENQUIRER. A 
word to the wise is sufficient. You want results. 


OUNGSTOWN VinpicaToR—Leading “*Want’ 
medium, lc. per wora. Largest circulation 


OKLAHOMA, 


TIVHE OxLAHOMAN Ob]la. City, 26.214 Publishes 
more Wants than avy 7 Ukia. ccmpetitors, 


PENNSYLVANIA. 
ge Chester, Pa., TIMES carries from two to 
tive times more ciassified ads than any 


other paper. Greatest circulation. 


UTAH. 


GALT LAKE TRIBUNE—Get results—Want-Ad 
\ medium for Utah, Idaho and Nevada, 


CANADA, 
‘. HE DatLy TELGRraPs, St. John, N. B., is the 
want ad medium ot the maritime provinves. 
Largest circulation and most up to-date paper of 
Eastean Canada, Want ads oue cent a word. 
Minioum charge 2 cents. 
I A PRESSE, Montreal Largest daily circula- 
4 tion in Canada witnout exceotion. (Daily 
103,828—swornto.) Carries more want ads than 
any newspaper in Montreal 


ee Montrvel DAILY STAR curries more Want 

advertisements than aj} other Moncre.l 
dailies combin The FamiLy Herald anv 
WEEKLY =TARCarrie more Want advertisements 
than any other weekly paper in Canada. 





> -——_—_——_ 


SHEFFIELD SPECIAL 
AGENCY, 
New York, June 24, 1908. 

I consider Printers’ INK one of 
the very best and newsiest of trade 
papers. 

With its standing and prestige, and 
the new life which I know will be 


Tne N. M. 


injected into it under the new manage- 
ment, 


I predict for you a great success, 
Very truly yours, 


‘M. SweEFFIELD SPECIAL 





W. C. Bates, 
tor 
POWELL CORRESPONDENCE SCHOOLS, 

New York, June 27, 1908. 

I congratulate you upon occupying 
the editorial chair, of Printers’ INK 
oncee more, Your signal success in this 
capacity in the years past bespeak for 
you great success for the future, 

Very truly yours, 

Georce H. Powe t. 
—_—+or—__—_ 

Tue Curtis Pustisninc Company, 
New York Office, 

New York, June 27, 1908. 

Felicitations are in order and I send 
you my heartiest wishes for “the suc- 
cess which you and your confréres will 
undoubtedly achieve. 

With kindest regards, believe me, 

Sincerely yours, 
Freverick F, Meyer. 


Sec’y & Treas. 
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©O) GOLD MARK PAPERS@O ) 





Out of a grand total of 22,898 publications listed in the 1907 issue of Rowell’s American Newspae 
per Directory, one hundred and twenty are distinguished from all the others by the so-called gold 


marks (@ ©). 





ALABAMA. 


1HE MOBILE REGISTER (©©). Kstablished 
182. Richest section in the prosperous South. 


WASHINGTON, D. c. 

Fverybody in Washington SUBSCRIBES to 

THK KVHNING AND SUNDAY STAR, Average, 
190", 35,486 (©@). 


GEORGIA, 


ATLANTA CONSTITUTION (©©). Now, as 
always, the Quality Medium of Georgia, 


ILLINOIS, 


BAKERS’ HELPER (© ©). Chicago. only “Gold 
Mark” journal for bagers. Oldest, best known. 


THE INLAND PRINTER, © *hicago. (© ©). Act- 
ualaverage circulation for 1905, 15,866. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark, because TRIBUNK ad brings 
satisfactory results. 


KENTUCKY. 
LOUISVILLE COURIERJOURNAL (©0). 
Lest paper in city; read by best people. 


MAINE, 
LEWISTON Kk VENING JOURNAL, daily, aver- 
age for 1907, 7.784; weekly, 17,545 fed ©); 7.44% 
increase daily over last year. 


MASSACHUSETTS. 

Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America (© 

BOSTON COMMERCIAL BULLETIN (@60). 
Reaches buyers of machinery for wool and cotton 
manufacturers. Est. 1859. Curtis Guild & Co., Pub. 


BOSTON KVENING TRANSCRIPT (OO). estab- 
lished 1830. The only gold mark daiiv in Boston. 


SPRINGFIELD REPUBLICAN (© ©). Largest 
high-graoe circulation in western Massachusetts, 


WORCESTER L’OPINLON PUBLIQUE (@6), is 
the only gold mark French daily in the U. 8. 





MINNESOTA. 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
= in Minneapolis. Carries more loval advertis- 
ing, more classified advertising and more total 
advertising than any paper in the Northwest. 





NEW YORK. 


ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 


BROOKLYN EAGLE (QO) is THE advertising 
medium of Brooklyn. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. These people read the 
CENTURY MAGAZINK. 


DRY GOODS ECONOMIST (@@), the recog- 
nized authority of the Dry Goods and Depart- 
ment Store trade. 


ELECTRIC RAILWAY JOURNAL (©©0). A 
consolidation of “Street Railway Journal” and 
“Klectric Kailway Review.” Covers Gorougnts 
the electric railway interests of the world 
McGRAW PUBLISHING COMPANY, 





ELECTRICAL, WORLD (©). Kstablished 1874. 


The great international weekly. Cir. audited, 
verified and — by pa ——— of Anat 
ican Advertisers. ekly cur. ee 

was 18,204. MoukAW PUBLISHING COM ANY. 


ENGINEERING NEWS (© ©). The dentin 
engineering paper of the world; established 
teaches the man who buys or has the calkeaiig 
tospecify. Over 16,000 weekly, 


THE ENGINEERING RECORD (©©). The 
most progressive Cd ae journal in 
the world, Circulation avera: Tr 14,000 per 
week. McuRAW PUBLISH] OG OUMPANY. 
NEW YORK HERALD (@©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. first. 


NEW YORK TIMES (©). _ RY. One of three morn- 
ing papers witha daily 3 Y.C. sale of over 100,000, 


NEW YORK TRIBUNE (© (© ©). daily and Sun- 
day. Established 1841. conservative, clean 
and up-to. date newspaper, whose readers repre- 
sent intellect and purchasing power toa bigh- 
grade advertiser 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 

VOGUE (©©) carried more advertising in 1905, 
1906, 1907, than any other er magazine of gen. cir. 


“OHIO. 

CINCINNATI ENQUIRER (@©). In 1907 the lo- 
cal advertising was 33 t-3% more than in 1906. The 
local advertiser knows where to spend his 
mouey. The oniy Gold Mark ark paper in Cincinnati. 


OREGON. 


THE OREGONIAN (© ©), established 1851. 
The great newspaper of the Pacific Northwest. 


PENNSYLVANIA, 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on tne Roll of Honorand 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paver Sworn circulation of The Daily Press, 
for 1907, 102,993; The Sunday Press, 124,006. 


THE PITTSBURG 
© DISPATCH oe 


The newspaper that judicious advertisers 
always seiect first to cover the rich. pro- 
ductive. Pittsburg field. Best twocent 
morning paper ees a peony most 
protitable to advertisers. gest home 
delivered ciroulation io Greater Pittsburg. 

















RHODE ISLAND. 
PROVIDENCE JOORNAL (96), a conservative 
enterprising newspaper without a single rival, 
SOUTH CAROLINA, 
THE STATE (©©O), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 
VIRGINIA, 


THE NORFOLK LANDMAKK (©©) is the 
home paperof Norfolk, Va. That speaks volumes. 


WASHINGTON. 

THE POST INTELLIGENCER AY ). Seattle’s 
most progressive paper. Oldes' tate ; clean, 
reliable, influential. Ail home wtb Hy 

WISOUONRBIN. 

THK MILWAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily in Wisconsin, 
CANADA. 

THE HALIFAX HERALD (© ©) and mead EVEN- 

ING MAIL, Circulation 15.558, flat rate. 











THE _ GLOBE, Toronto (@@), had 23,000 circula- 
tion a few years ago; it now 61,400. 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


PRINTERS’ INK PUBLISHING COMPANY 
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: One of the fac- 
Taking Their simile letter manu- 


Own Medicine facturers delivers 


a body blow to certain magazine 

and newspaper publishers with 

this interesting bit of philosophy: 

THE MESSAGE OF THE TWO- 
CENT STAMP. 

From the very start our way of 
securing business was to use our own 
kind of work to make known its worth 
as a “producer.” And we have, with 
consistent persistence, so continued— 
especially when business was “slow.” 

Other forms of advertising have proven 
ineffective—for us—so we rely on our 
faithful little ally, the two-cent stamp. 

Physicians are said to test their 
remedies personally; we have taken our 
“medicine” with signal success, 

Will you try it? 

There you have it, gentlemen — 
they use what they recommend for 
others——have tried it on their 
own. business and have demon- 
strated that it beats newspaper 
advertising . all to shucks. Why 
should any business house adver- 
tise in newspapers or magazines 
when fac-simile typewritten let- 
ters will produce such superior 
results? The trouble with cer- 
tain publishers is that they are 
helping along the letter game by 
using fac-simile letters themselves 
instead of reaching advertisers 
through Printers’ INK. Every 
morning the advertising manager 
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or the advertising agent finds on 
his desk a neat stack of fac-simile 
letters. Some days when he isn’! 
too busy he looks them over to 
see who are the publishers that 
fear to take their own medicim. 
Magazine and newspaper publish- 
ers who depend upon circulars 
and fac-simile letters to crete 
new business are not only fur- 
nishing ammunition to the eneny 
but they are actually arousing 
suspicion in the minds of the very 
class of people they seek to n- 
fluence. The national dispenser 
of advertising argues about lixe 
this: “Here's another one of these 
chaps who pretend to believe that 
newspaper advertising is the great 
panacea and yet don’t do it them- 
selves. Probably his individual 
observation of newspaper adver- 
tising is that it doesn’t pay. Prob- 
ably the advertisers in his paper 
are kicking because they don’t get 
results and so he concludes that 
circulars will pay him better in 
his own business.” 

The notable publishing  suc- 
cesses have been liberally adver- 
tised to advertisers. See what 
Mr, Curtis has accomplished with 
the Ladies’ Home Joyrnal. He 
has used Printers’ JNK from its 
earliest days to talk to advertis- 
ers. If you want to get in the 
Ladies’ Home Journal you have 
to take your place on the line and 
you never think of trying to break 
its rates. Once in a while the 
Curtis Publishing Company send 
out a fac-simile letter, but it is 
only when they have something 
of a semi-personal nature to say 
that would not look well in print. 
Only under such a condition can 
the fac-simile letter be considered 
good business judgment, Print- 
ERS’ INK is read by everybody 
who is anybody in advertising. If 
there were no such medium, then 
publishers might be able to justi- 
fy themselves in conducting a 
campaign exclusively of circulars 
and fac-simile letters. 


THe Oklahoma Advertising 


Agency, located at Oklahoma 
City, is a new concern, in charge 
of Ralph E. Keller and Harry F. 
Prussing. 
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Lord & Chicago is a city 
ot live wires and, 
Thomas jn the opinion of 
some people who are in pretty 
good position to know, the livest 
wire there is the advertising 
agency of Lord & Thomas. When 
they go after a new account in 
earnest they get the account in 
about ninety-nine cases out of a 
hundred. The odd case happens 
when their representative has a 
sunstroke or is run down by an 
automobile. One of the happy 
consistencies of the Lord & 
Thomas concern is that they have 
the courage to do themselves 
what they recommend to other 
business concerns. There is no 
advertising agency of the present 
time which has advertised itself 
and advertised advertising so ex- 
tensively and so wisely as Lord 
& Thomas. They have occupied 
liberal space in leading news- 
papers and magazines, they. have 
advertised in Printers’ INk from 
its earliest days, and they are 
numbered among the staunchest 
admirers of a monthly publication 
issued in Chicago called Judicious 
Advertising, Just how live a wire 
Lord & Thomas are was shown 
when the news of Printers’ INK’s 
new ownership reached Chicago. 
The return mail brought a com- 
munication, not a congratulatory 
letter, but nevertheless a very 
simple and easily understood 
piece of literature—namely, an 
order for twelve pages. Whenaso- 
lisitor from Lord & Thomas ap- 
proaches a prospective advertiser, 
he doesn’t have to assume an 
apologetic attitude. He is in 
position to assert boldly: “We 
have made a success in advertis- 
ing our own business and we are 
prepared to do the same for you.” 
And this abiding faith in the 
power of advertising (not shared 
by all advertising men) is not 
merely explanatory of why Lord 
& Thomas have done and are do- 
ing a great business. It is evi- 
dence that they are going to con- 
tinue to do it. 


—_—— 
LaCoste & MAXWELL now rep- 


resent the Philadelphia Ledger in 
the eastern and western fields. 


FROM A MAN WHOSE FRIENDS 
ARE AS THICK AS LEAVES 
IN VALLOMBROSA. 

Tue St. Louis “Times.” 
Evening Daily. 

St. Louts, June 29, 1908. 
Dear Mr. Hopkins: 

Having known Printers’ INK from 
its very inception, and always having 
read the same with a great deal of in- 
terest, I am glad to know that three 
of my best friends—Messrs. J. . 
Hampton, H. A, Biggs and John Il. 
Romer—have connected themselves 
with that publication and my interest 
in Printers’ INK has been enhanced 
accordingly. Please give these gentle- 
men my best regards, and you may 
insert enclosed copy, for which I at- 
tach order. 

With my best wishes for the con- 
tinued success of Printers’ INK, 

I remain, Yours very truly, 
JouHn SCHROERs, 
General Manager. 


HE BACKS UP FAITH WITH 
WORKS. 


“THe AMERICAN MAGAZINE,” 
341 Fifth Avenue, 
New York, June 29, 1908. 
My dear Mr. Romer: 

It is with genuine pleasure that I 
note you have resumed the editorial 
direction of Printers’ Ink. The ad- 
vertising business as a whole needs to 
be presented by just such a_ publica- 
tion as I know Printers’ Ink will be 
from now on. 

1 should like the American Magazine 
to be represented in the space of a 
double-page in the first issue of Print- 
ERS’ INK that is editorially yours. 

With best wishes for your success, 
believe me, Yours very truly, 

R. O. WILson, 
Advertising Manager. 


THE SECOND VICE-PRESIDENT 
SENDS GOOD WISHES. 

Tue CrowELt Pusiisnine Co., 
Woman’s Home Companion, 
Farm and Fireside. 

New York, June 27, 1908. 
My dear J. D.: 

Please accept my hearty congratu- 
lations upon your purchase of the old- 
est journal for advertisers, and my 
best wishes for a full measure of suc- 
cess, Yours very truly, 

Ss. Keren Evans, 
Second Vice-President and Manager of 
Advertising. 


A WORD FROM ONE WHO IS 
GONE BUT NOT FORGOTTEN. 
THE KNICKERBOCKER SYNDICATE, 

Bankers, 
New York, June 29, 1908. 

Dear Mr. Romer: 

It pleases me a lot to see you back 
in the old work, and I am sure that 
Printers’ INK will be so improved 
that I will now have to revive my 
subscription. Yours very truly, 

CuarLes Austin BATES, 
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ALBERT FRANK & ComMPANY, 
New York, now have a direct 
wire connection with Cleveland, 
Ohio. 

Tue Kansas City Journal has 
reproduced a score or more of 
letters which came to the paper 
from school and college adver- 
tisers, relating to the success of 
their advertising in the Journal, 
bound them together and mailed 
them out under manila cover. 


F, J. O’Brien, business mana- 
ger of the Sacramento, Cal., 
Union, has resigned, after serv- 
ing upon the paper in various 
capacities for thirteen years. Mr. 
O'Brien is prominent among the 
newspaper men of the State, be- 
ing at present the president of 
the State Ad Men‘s .Association. 


J. Rowe Stewart, formerly ad- 
vertising manager of the Wash- 
ington, D. C., Herald, will take 
charge of the advertising depart- 
ment of the new Munsey paper, 
which is to be started in Phila- 
delphia. He will be succeeded on 
the Herald by R. E. Joyce, who 
has been connected with the ad- 
vertising department of that 
paper for some time past. 


A CHANGE of interest in the 
Charles H. Fuller Company, of 
Chicago, has recently taken place, 
the Fuller interests formerly held 
by Charles H.. Fuller, the found- 
er, his son, Lucius C. Fuller and 
Henry Decker, for many years 
the manager of the New York 
office, being sold to F, R. Perkins, 
J. Howard Start and George H. 
Ely, all well-known from their 
connection with the agency as 
part owners. Mr. Decker will 
continue the New York office in 
the future and will conduct the 
business on his personal account. 
The purchasers of the Fuller in- 
terests will withdraw from the 
New York field. The Fuller 
Agency is one of the oldest in the 
business, having been established 
in 1883. The change will not af- 
fect either the policy or financial 
standing. 
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Ir is stated that the new postal 
regulations have resulted in cut- 
ting off 6,000,000 pieces of sec- 
ond-class matter. 


THE annual subscription price 
of Motor Age, of Chicago, is 
now $3; there is, consequently, 
a real inducement in the $5 com- 
bination offer of the Automobile 
and Motor Age, recently com- 
mented on in Printers’ INK, 
The advance in price occurred in 
February. 

Wittiam H. Mann, who _ has 
been in the Chicago office of the 
Munsey magazines, is to come 
East and be assistant advertising 
manager of the Frank A, Munsey 
Company, with offices in the 
Flatiron Building, New York. 
The change takes place July 15. 
Mr. Mann will have charge of 
the .advertising in the Argosy 
Combination. 


AN important consolidation oc- 
curs this week in the field of re- 
ligious journalism, the Church 
Standard, of Philadelphia, uniting 
with the Churchman, of New 
York, The Church Standard was 
established in 1830, and is one of 
the oldest religious weeklies in 
America. The additional circu- 
lation which it brings to the 
Churchman strengthens’ the posi- 
tion of the latter as the leading 
paper in the Protestant Episcopal 
denomination. 


hundred 
of the 
Manu- 


Two 
members 


To Study 
the Orient Jj\inois 
facturers’ Association have sched- 


uled a special steamer 
Japan, China, Corea and _ the 
Philippines. The plans of the 
trip do not call for a junketing 
expedition, but are designed sole- 
ly to acquaint the manufacturers 
with the business customs and 
requirements of the Far East. 
These men ought to return to 
their home-country better able to 
carry to a successful finish busi- 
ness _ transactions with these 
Asiatic countries, and on a more 
profitable scale, 


to tour 
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The 


Price of 


Collier’s 


The National Weekly 


EN cents a copy is the 

price of Collier’s—by the 
copy or by the year. In offer- 
ing an inducement for yearly 
subscriptions, Collier’s has re- 
fused to follow the plan adopted 
by every other American period- 
ical of cutting its prices. 


Collier’s plan is to give ad- 
ditional value. 


This extra value is furnished 
chiefly by Collier’s itself—the 
most popular features repub- 
lished in permanent book form. 
The value of these book premi- 
ums is thus an excellent endorse- 
ment of the matter published in 
Collier’s. 


Collier’s subscription income 
is two and half-million dollars 
annually ($2,500,000) —a 
million dollars more than is 
paid for any other periodical, 
with or without premiums. 


Se 


E. C. PATTERSON 
Manager Advertising Department 


NEW YORK BOSTON CHICAGO 
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R. P. Nevin, who founded the 
Pittsburg Leader in 1872, and 
owned it until a few years ago, 
and who also established the 
Pittsburg Times, died June 2oth, 
aged eighty-eight. He was the 
father of Ethelbert Nevin, the 
music composer. 


Tue Detroit & Cleveland Nav- 
igation Company chose the oppor- 
tune month of June to send out 
mailing cards advertising “popular 
wedding trips” on the steamer 
Cleveland. The prime alluring 
feature advertised was “bridal 
parlors with private verandas * * 
shut off from the rest of the ship, 
where no one can walk by.” 


“Tue Where of Wheat” is a 
booklet in tabloid form, compiled 
by F. D. Coburn, secretary of the 
Kansas Department of Agricult- 
ure, at Topeka. It is an exceed- 
ingly good advertisement for 
kansas, and for Kansas publica- 
tions in general. There is a 
suspicion that some farm paper is 
responsible for the distribution of 
the booklet, but if so, it is re- 
sponsible in concealing its iden- 
tity, and any advantage in the 
way of advertising that may 
come of it will be shared by the 
less enterprising competitors— 
providing they can offer sufficient 
inducement in result-bringing 
qualities, 


George B. Rich- 
ardson is Life’s 

Manager yew advertising 
manager. Ten years have passed 
since he first began his advertis- 
ing career. After he had made 
up his mind that he wanted to be 
an advertising man Mr, Richard- 
son started in to learn the busi- 
ness and has stuck to it ever 
since. Household, of Boston, was 
his starting point and he spent 
eighteen months with that publi- 
cation, until it changed hands, 
but in twenty-four hours or there. 
abouts he had another job with 
the Ladies’ World. He put in a 
year there before leaving to go 
with McCall’s Magazine where he 
stayed eight years, until he joined 
Life on June 2ad. 


Life’s New 


advertised with this slogan: 
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A. LincoLn Fow e, who is well 
known in the advertising field, 
is now connected with the Homer 
W. Hedge Agency, New York, 
where he is doing work along 
special lines. 

“WALK-OvER” shoes are being 
“Not 
for one particular man but for all 
particular men.” The reader must 
needs stop a moment to cogitate 
on the exact meaning of this 
catch-phrase, which is probably 
the end that the advertiser is 
aiming at. 


THE 
has i 
“More 


Record-Herald 
circular entitled 
devoted to 
regarding its 


Chicago] 
issued a 
Students,” 
facts and figures : 
school and college advertising. 
According to this circular the 
Record-Herald printed —14,832 
agate lines of this sort of adver- 
tising in the first five months of 
1908, which is sixty per cent high- 
er than the Jnter Ocean, its near- 
est competitor, and about fifty 
per cent more than the Tribune 
and Examiner combined, 

Collier’s announces these spe- 
cial issues for the balance of the 
year: 

Quebec Tercentennial eine Aug- 
ust 1st; Sherlock Holmes Number, 
August 15th; Out-of-Doors Number, 
September sth; Dramatic Number, Oc- 
tober 24th; Thanksgiving Number, 
November 21st; Christmas Number, 
December 12th. 

In addition to these, the fol- 
lowing advertising specials will be 
published: 

Men’s Wear Number, September 
19th; House Furnishings Number, Oc- 
tober 17th; Grocery Number, Novem- 
ber 14th. 


Tue Wisconsin Ad League, at 
its meeting in Oshkosh late last 
month, elected officers as follows: 

President, J. W. Fisk, Oshkosh; vice. 


president, W. G. DeWitt, Fond du Lac; 
secretary-treasurer, Emery Martin, 
Fond du Lac. Executive committee— 
Robert H. Downes, Oshkosh; A. W. 
Ellsworth, Green Bay; H. W. Pick- 
ford, Madison; George J. Smith, Osh- 
kosh; R. A, Jenkins, hippewa Falls. 
Programme committee—W. G. DeWitt, 
William F. Georg, J. F. Hess, F. J. 
Trier, Fond du Lac 


The place of next meeting is 
Fond du Lac, subject to the call 
of the secretary-treasurer, 
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Tue Ottumwa, Iowa, Courier 
has placed an order for a Goss 
tl.ree-deck, twenty-four page per- 
fecting press, to be equipped with 
the Kohler system of control. 


TuHosE who have experienced 
the baggage-smashing methods of 
American railroads and transfer 
companies (and who has not?) 
will appreciate this store sign of 
a Broadway trunk dealer in New 
York: : 

“Express Proof Baggage.” 

The question is bound to arise: 
Can he deliver the goods? And 
if so, will they be intact when 
they arrive? 


Nobody 
The Lancehead ously eliminates 


Viper names of firms 
and commodities from news mat- 
ter as the newspaper editor, or is 
so eternally on guard to prevent 
the publication of what he con- 
siders “advertising.” Usually, 
though, the average editor 
wouldn't know real advertising if 
he saw it in news form. The 
things he cuts out seldom directly 
sell anything, and some of the 
things he leaves in do sell indi- 
rectly. The Western Druggist 
comments on a case where all the 
editors “fell for it’ some weeks 
ago: 

Daily papers in all the large cities 
of the country contained long articles 
concerning the extraction by physicians, 
for medicinal purposes, of the poison 
from a lance-head viper. Details were 
eraghionty given as to the venomous 
nature of the reptile, the dangerous 
task of extracting the poison, its value 
to sick and suffering humanity, the 
small amount of the poison obtained, 
which, however, with great care m‘ght 
be sufficient for eighty years, a period 
of time equal to that during which 
mankind had struggled along since a 
previous supply was exhausted, 
medicinal virtues of the poison and 
the enterprise of the firm to whom 
credit should be given for procuring 
this priceless boon for the suffering, 
were duly commented on by the prop- 
erly awed reporters who were present 
in large numbers—doubtless accident- 
ally—when the snake was operated on. 
The whole thing was a. piece of. clever 
advertising on the part of a firm of 
homeopathic pharmacists. The news- 
papers were cleverly “worked” for 
space that couldn’t have been purchased 
for tens of thousands of dollars. And 
the lancehead viper is the only one 
who can’t see where the joke comes in, 


so rigor. 


he longer term of office 
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Tue Tobey Advertising Agen- 
cy, of Chicago, has made a vol- 
untary assignment for the bene- 
fit of its creditors. The agency’s 
predecessor was the old Painter- 
Tobey-Jones Agency, which met 
with disaster a couple of years 
ago. 

Death of George H. — 
veteran = railroac 

Geo. H. Daniels... advertising 
man, died at his home upon Lake 
Placid, N. Y., on July ist, aged 
sixty-six years. Mr. Daniels had 
been in failing health since the 
death of his wife three years ago. 

Mr. Daniels was born on a 
farm at Hampshire, Ill, Like 
many other well-known railroad 
men, he began work at the foot 
of the ladder, starting in at the 
age of fifteen as a rodman in the 
engineering corps of the North 
Missouri Railroad. His advance 
was rapid, and in 1872 he was 
made general freight and passen- 
ger agent of the Chicago & Pa- 
cific Railroad. He served in vari- 
ous offices, notably as commis- 
sioner of the Central Traffic As- 
sociation, and in 1889 became 
general passenger agent of the 
New York Central. In 1905 he 
was appointed advertising mana- 
ger of the New York Central 
Lines, which position he held un- 
til his retirement from active ser- 
vice on May Ist, 1907. 

It was while he was 


general 
passenger agent of the Vanderbilt 


Lines that Mr. Daniels became 
conspicuous for his advertising 
ability. Few men in the profes- 
sion were so widely known and 
held in such high regard. He was 
elected President of the Sphinx 
Club for four successive years, a 
than any 
other executive of that organiza- 
tion has been honored with. At 
the March meeting of the club, 
this year, “Uncle George,” as he 
was affectionately called, was 
elected an honorary life member. 
Mr. Daniels’ death will be the 
cause of genuine regret in the 
hearts of hundreds of advertising 
men who had been charmed by 
his genial disposition and fair 
manner of business dealing. 
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THE BEGINNER: “Which do you 
consider the better advertising 
medium,—the morning or the 
afternoon paper?” 

The Old-Timer: “So as to be 
sure and not make any mistake, 
I use both.” 


Tue Dayton Journal's Centen- 
nial Number, issued June 2ist, 
consisted of 124 pages, and 
contained 523% columns _ of 
advertising, according to the fig- 
ures of Manager McClellan. In 
connection with the Anniversary 
the Journal entertained almost 
half of Dayton’s population at a 
local amusement park with fire- 
works, a free vaudeville show, 
and a band concert. Mr. Mc- 
McClellan states that he has no 
record of a paper larger than his 
Centennial Issue which has ever 
been. published between New 


York and Chicago. 


A canvass’ of 
Ad ertising schools in Ore- 


Oregon gon to-day shows 
that at least sixty-five per cent 
attending are children of parents 
who have moved to that State 
within five years. A_ political 
meeting was canvassed in south- 
ern Oregon lately, and eighty per 
cent of those present were new 
arrivals. 

This new population has come 
in response to advertising. In 
the June Pacific Monthly the 
story of Oregon’s advertising is 
told by Tom Richardson, mana- 
ger of the Portland Commercial 
Club, and secretary of the Oregon 
Development League: 

Four years ago a campaign was in- 
augurated to advertise the resources 
and advantages of the State of Ore- 
gon, upon the platform that thousands 
of dollars were available to spread in- 
telligence about the State, but not a 
penny was to be devoted to adding to 
the city’s fame. The Portland Com- 
mercial Club originated this movement. 
An executive committee composed of 
nine of Portland’s most successful men 
in finance, industry and commerce had 
charge of the distribution of the ad- 
vertising fund, and directed the gen- 
eral policy, and from that minute there 
has been no let-up. The results have 
been unparalleled in the history of 
community advertising. In August, 
1904, a State convention was held in 
Portland. If every delegate present 
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had been chosen by an expert com- 
mittee, they could not have picked a 
stronger representation, Out of it grew 
the Oregon Development League, which 
now embraces some eighty-odd commer- 
cial and industrial organizations 
throughout the State, tied together by 
a genuine community of interests. 

The League as a whole looks after ef. 
fective little details, one of which is 
that each and every one of these sep- 
arate bodies use the same _ letterhead, 
made local in every instance. The 
Stationery is most attractive, bearing 
on its back a complete list of all the 
organizations, with their presidents and 
secretaries, On the front of the letter- 
head appears a colored map of the 
State showing the area, with a com- 
prehensive design illustrating mining, 
fisheries, hops, irrigation, fruit, grain, 
timber, both rail and water transporta- 
tion. Each organization upon affiliation 
with the League pays five dollars for 
one thousand letterheads, and there are 
no further dues or subscriptions of any 
kind. One hundred and_ twenty-five 
thousand sheets of this stationery have 
already been printed. Portland has 
paid the first cost of this great cam- 
paign. On three different occasions 
elaborate advertising has called the at- 
tention of fifty millions of readers to 
the farming opportunities in Oregon, 
the chances for the newcomer in dairy- 
ing, fruit-growing, mining, etc. The 
resultant inquiry has been enormous, 
and the names of inquirers have been 
supplied from the Portland office to 
every one of the organizations em- 
braced in the Oregon Development 
League, 

Twenty-seven thousand two hundred 
and fifteen one-way tickets were sold 
in four months from various parts of 
the United States to Portland and 
other Oregon points, and in fifteen 
months the population of the State in- 
creased eleven per cent—a tribute to 
energetic and effective organization and 
advertising never before excelled. 

On three different occasions a body 
of eighty business men addressed the 
schools to get the co-operation of the 
teachers and the boys and girls, These 
young Americans were asked to write 
to “Grandma,” “Uncle John” and 
“Aunt Kate,” and the old home paper. 
The idea was taken up all over the 
State 

Business men’s excursions were or- 
ganized in Portland, and they kept 
going until every part of the State had 
been reached. 

Advertising with light leaflets that 
gave the railroad rates to the State, 
and condensed statistics of the com- 
monwealth, were circulated in the cor- 
respondence of the largest bankers and 
business houses of the city, seven hun- 
dred and fifty thousand being dis- 
tributed upon one occasion in twelve 
weeks, 

The Portland Commercial Club  offer- 
ed five thousand dollars in prizes for 
articles on Portland, Oregon and the 
Pacific Northwest, to be printed in 
ublications outside of Oregon and 
Washinnten. This contest was re- 
sponsible for the printing of over a 
million words about Oregon. 
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TRADE PAPERS AND THE 
AGENT’S COMMISSION. 


One of the “strained situations” 
in advertising to-day is that ex- 
isting between trade journals and 
advertising agents, 

Trade journals 
advertising agents’ 
on business sent them, though 
newspapers and magazines pay 
such commissions universally. 
Occasionally a new publication in 
a trade field, none too secure in 
its position, ‘and anxious for ad- 
vertising patronage on any terms, 
will grant the agents who send it 
business a regular discount of ten 
or fifteen per cent. But an agent 
is seldom able to use those papers 
liberally, in justice to his clients. 
Two or three indispensable jour- 
nals in almost every trade field 
must get the business he has to 
send them in carrying out broad 
policies for clients. He prepares 


refuse to pay 
commissions 


cuts and copy for the client at 
cost, and the trade journals give 
him nothing. 

Trade journal publishers main- 


tain that they are under ex- 
pense in soliciting advertising 
through their own organizations; 
that they carefully work over the 
whole potential field of a given 
trade, leaving nothing for the ad- 
vertising agent to “create;” that 
they in many cases furnish copy 
and art service to their advertis- 
ers; that the advertising agent is 
an interloper, and does not prop- 
erly belong in the trade field. 

These contentions are just in 
many cases. In others, however, 
they are decidedly unjust, and 
shortsighted. 

Where a trade journal covers a 
field of technical character, and 
carries the advertising of manu- 
facturers who sell to other manu- 
facturers, and seldom to the pub- 
lic direct, the advertising agent 
is obviously an interloper, In- 
deed, he is an interploper who 
never interlopes. With the ma- 
chinery journals, for instance, the 
regular advertising agent is al- 
most unknown. Their advertisers 
are firms who wish to reach ma- 
chine-users, No advertising agent 
would find it profitable to work 
among such concerns as a mis- 
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sionary, persuading them to ad- 
vertise, in view of the vast gen- 
eral field that awaits his efforts. 
All the missionary work is done 
by the publishers, and many of 
the latter furnish an equivalent 
of agency service through their 
copy, art and advisory depart- 
ments. 

But the moment one examines 
the trade journals in any field 
reaching retailers of goods that 
the manufacturer advertises to 
the consumer direct — shoes, 
clothes, dry goods, furnishings, 
groceries, drugs, etc.—the whole 
relation of the agent and the 
trade journal become different. 

The agent, perhaps, has worked 
upon a manufacturer of some 
proprietary article sold tothe 
consumer in retail stores. This 
manufacturer has never adver- 
tised other than by a dry busi- 
ness card in his trade papers. The 
agent plans a broad scheme for 
making the goods known nation- 
ally through the magazines or 
newspapers. Part of that scheme 
must be the supplementary adver- 
tising to the retail trade. No pro- 
gressive agent to-day thinks for 
a moment of omitting this, Some 
work on the retailer through cir- 
culars, salesmen, correspondence. 
But the recognized method—the 
economical and impressive way— 
is to speak to retailers through 
their established trade papers, 
telling them what is being done 
to interest consumers through 
general advertising, and asking 
their co-operation. Most agents 
will spend as much time, thought 
and money in the preparation of 
this trade journal copy as upon 
the magazine announcements, But 
owing to the stiff-necked attitude 
of trade journal publishers, the 
agent gets no commission there- 
for, and little thanks, In many 
cases the publishers’ attitude to- 
ward him is one of hostility. 

The agent’s client as a manu- 
facturer, patronized the trade 
journal more or less as a matter 
of form until he was persuaded 
to undertake a broad _ general 
campaign to the consumer. His 
copy then was a bald business 
card. But with such general ad- 
vertising plans afoot as the agent 
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has prepared for him, it is plain 
that the trade journal announce- 
ments must be transformed into 
live news, and made larger, and 
inserted more frequently, It is not 
inconceivable that some of the 
agent’s clients have never used 
trade papers, even to the extent 
of a regular business card. The 
copy that the agent sends the 
trade journal in certain fields is 
now so fresh, modern and desir- 
able as news that it forms a dis- 
tinct asset to the publisher as 
reading matter. This is not at all 
an exaggerated statement, for in 
some of the trades where the 
journals reach merchants it is 
now possible to distinguish the 
copy sent in by advertising agents, 
page after page, chiefly through 
its vital and attractive character. 

This refusal of commissions is 
an effect rather than a cause, 
however. Behind it, really, is the 
ingrained hostility of some trade 
journal publishers to all general 
advertising and general mediums. 
In singular short-sightedness the 
trade journal publisher regards 
every dollar spent by a manufac- 
turer in newspapers, magazines, 
street cars or outdoor publicity, 
to reach the consumer, as so much 
money that ought to have been 
spent with him, and kept in trade 
circles, This distrust occasionally 
takes the form of bitter attacks 
on general mediums in the trade 
press. Therefore, the advertising 
agent, asking for a decent profit 
on his trade journal business, 
doubly offends the publisher. He 
not only asks for the commis- 
sion, but has, as the publisher 
thinks, come between himself and 
one of his manufacturers and in- 
tercepted revenue. The agent's 
work in making revenue appears 
to count for nothing against this 
strange attitude, and the publisher 
in his stubbornness seems never 
to reflect that the greatest trade 
journal properties in this country 
are precisely the ones in fields 
where the turnover of manufac- 
turers has been increased again 
and again by general advertising. 

This is to-day one of the most 
painfully strained situations in 
advertising and publishing. Will 
it be stretched to the point where 
something snaps? 


John D. Rockefeller’s 
Reminiscences. 


These notable papers will 
appear in The World’s Work 
during the coming fall and 
winter. For the first time the 
public will see in these modest, 
frank and kindly articles Mr. 
Rockefeller and his great ac- 
tivities from his point of view. 
The wise advertiser who is 
now planning his fall cam- 
paign will be quick tu see the 
great value which the Rocke- 
feller Reminiscences will give 


TheWorld’sWork 


Beyond doubt, there will be 
both increased circulation and 
increased interest in the maga- 
zine’s contents—both strong 
advertising assets. And space 
in The World's Work, for the 
present, will remain at the 
low rate that has been in force 
for three years, 


Are you getting your 
copy of the Advertisers’ 
Almanack? The August 
number ts ready for dis- 
tribution. A request se- 
cures tt. 


DOUBLEDAY, PAGE 
@® & COMPANY @® 
NEW YORK 133-137 E. 16th Street 


Chicago 1511 Heyworth Bldg. 
Boston 447 Tremont Building 
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JULY MAGAZINES. 





Now comes the season of Mid- 
Summer Fiction Numbers, and, a 
shrinking of advertising patron- 
age which, in most cases, will be 
most marked next month. Tra- 
dition is very strong in this field, 
and tradition states that every- 
body reads in the cooler seasons, 
while in the summer it is too hot. 
In the case of the farmer who 
gets up at day-break these July 
mornings and toils all day in the 
wheat field, the summer may be 
an ill-timed season to approach 





ADVERTISING INLEADING MONTHLY 
MAGAZINES FOR JULY. 
(Exclusive of Publishers’ own advertising.) 

Pages Ag. Lines 


Cosmopolitan,.....+++ cooe 2:7 23,968 
System ........sceceee: + 106 23,912 
McClure’s .000- sececesces 93 ~—«.20,860 
Country Life in America 

MGI) oieisna s:4050069% oe eS 19,896 
Review of Reviews........ 88 19,712 
Everybody’s .......0++..0 86 = 19.362 
Pre TTT 82 18,466 
National Magazine (June) 7 17,444 
PRUROOY'D ncc0000000 eoccee 76 17,108 
Harper’s Monthly........+ 5 16,982 
Rod and Gun........... 72 16,226 
IE Bias ss, Gasceseurs 65 14,616 
American Magazine..... ow OS 14,560 
GING cccccecnsoscevcens 65 14,560 
Van Norden.... Cigtee, 8 14,©70 
Outing Magazine.......... 62 13,944 
Ladies’ Home Journal 

(OMB encsscscrcces soos 68 13,600 
World’s Work......... coo §=689 =: 73,328 
Pacific Monthily,..... aie ae 13,058 
Bookkeeper (June)....... 55 12,320 
Woman’s Home Com- 

panion (cols.)......+000+ 59 11,800 
Outdoor Life ..........00-00 51 11,868 
Yachting (cols.).....+++++ 79 ~=—«11,,376 
Home Magazine (June— 

CONS.) ocerscccccoescess 59 —s:11, 231 


Suburban Life (cols. re 64 11,087 








Broadway Magazine .. 48 10,752 
Good Housekeeping 43 9,586 
Success (cols.).....+ 55 9,519 
Out West ame. o36abeen 37 8,372 
Red Book ....00c00e. soos 36 8,064 
Metropolitan..... sonesses 688 7,840 
Overland Monthly........ 35 7,840 
Putnam’s and The Reader. 34 7:784 
Ainslee’s 34 7:714 
Delineator (cols.).......... 55 7,700 
Spare Moments (June) 

SO eer soe £8 7,603 
Le 33 7.406 
American Homes and Gar- 

dens (cols.)......... esoe 68 71323 
Peatsen’sivecces .» svene gf 7,112 
Cipcle f0018.)s o0cccoccccscs 42 7,056 


Ladies’ World (cols.) .... 34 6,973 
Pictorial Review (cols.).. 39 6,880 
Housekeeper (cols.).,... «3% 6,712 
Garden Magazine (cols.).. 44 6,336 
Modern Priscilla (cols.)... 36 6,192 





Technical World......... 27 6,174 
New Idea (cols.).......... 27 6,160 
Human Life (cols.)........ 30 6,056 
) - - sagagl Daisies . 25 5,754 


PT hiss txerare ae 25 $,021 


CHICAGO NEW YORK LONDON 


M4 


‘THE MAGAZINE OF BUSINESS 

















“T am really glad that you persuaded us 
to go into SYSTEM, because our page ad is 
turning out very well indeed, Orders will 
not cost us over $3.50 a piece on a $20,00 set 
of books.” 


J. A. Hitt & Company, Publishers 














New York 
vi 
THE MAGAZINE OF BUSINESS 
CHICAGO NEW YORK LONDON 


Pages Ag. Lines 
Theatre Magazine (cols.).. 26 5.556 
Field and Stream.......... 24 5,516 











Recreation (cols.).......++ 31 5,444 
Current Literature...... oe ©6224 5,376 
Etude (cols) ..5..++se0spe0 31 5,334 
American Boy (cols.).. 26 5,200 
Ee err 16 5,152 
House and Garden (cols. . 35 5,117 
Harper’s Bazar..... secnes 22 5,068 
Short Stories..:....ceee0. 22 5,040 
Atlantic Monthly......... 22 5,040 


House Beautiful........+. 34 4,952 
Popular Magazine......... 24 4:774 





Health Magazine........ 20 4,648 
American Business Man 

CIOUI Dain asiiece 6 es6sc cece 19 4;452 
McCall’ 's Magazine {cols.). 31 4,310 
Designer (cols.)... ssees+. 30 4,256 
Wide World Magazine.. « 9 4,256 
Appleton’s Magazine..... 18 4,032 
International Studio...... 16 4,032 
Dressmaking at Home 

(COlS.). 20000 -secee soece 23 3,930 
Musician (cols,). . 23 3.878 
Bohemian...... 17 3,808 
All-Story Magazine. vecoe ‘$0 3.745 
Smart Set 16 3,738 
Blue Book 16 3,584 





New England Magazine... 15 3+549 
Bookman.....0¢ seccsees. 15 3,450 





Benziger’s Magazine...... 16 3,146 
Smith’s Magazine......... 13 3,032 
Le he be 2,954 
Business Philosopher..... 13 2,856 
Burr McIntosh Monthly.. 7 1,736 
PRAISING .....00020005 Ir 1,386 
Railroad Man’s Magazine. 5 1,134 
Scrap Book.... ....<« ecee 4 1,064 
Live Wire. wosccccccecees 2 58 
RE A a 2 448 
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ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR JUNE. 
(Exclusive of Publishers’ own advertising.) 


Week ending June 7: : 
Cols. Ag. Lines 


















Independent (pages)..... + 107 23,968 
Saturday mgd Post... 76 13,156 
Literary enaniges onesee . 67 9,686 
Collier’s . coves 40 8,796 
EMEOs cnn evs snenenescceeces 56 7,924 
Churchman ......0+ ccces 38 6,082 
Outlook (pages)....++.+++ 27 6,076 

I nk s.nn0 0405000858 35 5,418 

-esociated Sunday Maga- 

GB ov ccncsan see eocscee 39 3,683 
Teslie’s Weekly.........- 12 2,550 
Scientific American.....+. 12 2,400 
Christian Herald......... 13 2,392 
Christian Endeavor World 9 1,810 
Youth’s Companion...... 8 1,600 
Illustrated Sunday Maga- 

ZINE we eeeeeeees osocecees 6 1,266 

Week ending June 14: 
Collier’s ....... oe . 36 6,952 
Saturday Evening Post.. 42 6,880 
Outlook (pages).....+.... 27 6,214 
Literary Digest: kates 31 45572 
VOQUe ...... cvccccerssece 28 4;326 
Charchman.......sscesseoee 24 3,856 
—_ Sunday Maga- 
eeeeeereeeeteeee + 20 3.745 
Leslie’ s Weekly........06 16 3,238 
Independent (pages)...... 12 2,576 
Christian Herald......... 14 2,548 
Scientific American...... If 2,340 
rrr oe 12 1,732 
Christian Endeavor World 9 1,72 
Illustrated Sunday anna 

TINE .coccccccccsrcccccs oe 1,630 

Youth’s Companion... 6 1,284 
Week ending June 21: 

Saturday Evening Post.. 54 9,407 
Collier's. ......ecsecessees 39 7,494 
= 's Weekly... soe 3,842 

ce cees cece 34 5,278 
Ourlevk (pages)... 22 5,005 
RMRO. ccvnesanecs sae see 28 3,976 
Churchman. . ..+ceeeesee 24 35962 
Independent (pages)...... 17 3,808 
Literary Digest........... 23 35330 
Scientific American ...... 10 2,070 
Christian Herald........- 12 2,004 
— Sunday Maga- 

coceccee cecscvcecs 10 1,850 
Illustrated Sunday Maga- 

MD iivcehs..sonkhecondes 8 1,578 
Christian Endeavor World 8 1,555 
Youth’s Companion,.... 5 1,108 

Week ending June 28: 

Outlook (pages).....++++++ 8 17,920 
Saturday Evening Post... 61 10,492 
Collier’s.....cessscee oo 87 7,100 
Literary Digest 38 5,472 
Churchman,.......2++++08 25 4,052 
independent (pages). 18 4,032 
Leslie’s Weekly .....+++- 5 i 3,800 
VOOR. vscse 920820050080 22 3,472 
pr i Sunday Maga- 

NE 5 c's ccnsnsontwen'ee 15 2,904 
Scientific American...... 11 2,368 
Christian Herald......... 13 2,292 
Life....ccoeee Ctnessoveses 13 1,843 
Youth’s Companion... 4 884 
dllustrated Sunday Maga- 

Magazine ......sesee0+ 3 710 

Fotals for June : 
Saturday Evening Post... 39,935 
NS Pen 35,215 
Independent ....++.seeee8 341384 
Collier’s.... ++ 1348 


Literary Digest......ee0e 23 


Cole Ag, Lines 








18,487 

17,952 

. ° 15,505 

Leslie’s Weekly blah ie saw 15,430 
Associated Sendas Maga- 

SUMGB i evbhesannsaes ccs e “ye 42,182 
Christian Herald........ 9,296 
Scientific American...... 95178 
Illustrated Sunday Maga- 

zine 5,184 
Youth’s Companion........ 45936 





him with advertising. But what 
of the hosts at the sea-shore, the 
mountains, the inland watering 
places, and what of the added 
hosts from the cities who prefer 
the quietude of a secluded farm- 
house for their vacation time? 
Surely these people of leisure are 
notable readers of summer maga- 
zines, and it is not necessary, in- 
deed, to go further than the sub- 
urban resorts which have attained 
popularity for week-end outings, 
to become convinced that summer 
advertising through national me- 
diums, especially commodities 
which have, or ought to have, 
just as strong an appeal in hot 
weather as in cold, is not in vain. 

In this connection Scribner's 
Magazine makes a strong argu- 
ment in a recent announcement 
of its August issue: 

“More copies are sold of the 
Fiction Number of Scribner's 
Magazine each August,” the an- 
nouncement asserts, “than of any 
other issue of the year, There 
are more readers for every copy 
sold.” 

And this is decidedly logical,— 
not only in the case of Scribner’s 
but more particularly, perhaps, in 
the cases of what are termed the 
more popular magazines, Just now 
—this month and next—can be 
utilized very satisfactorily to give 
information concerning your 
goods that will prepare the read- 
ers for the autumn copy, which 
will be designed to complete the 
sale. 

* * * 

In both the newspaper and the 
magazine fields publications which 
go to the upper-ten—the four 
hundred,—have a_ disadvantage 
when compared with their more 
popular-priced competitors, in 
that the readers of the latter are 
a great deal more likely to give 
due credit to advertising which 
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induces purchasing than are those 
who read the higher priced pub- 
lications. 

Suburban Life is attempting to 
strengthen the confidence of ad- 
vertisers in its usefulness by get- 
ting its readers to make a list of 
the magazine’s advertisers from 
whom purchases have been made 
since January Ist, and the ap- 
proximate amount bought from 
each. As an inducement, a copy 
of a little book is offered to every 
one furnishing this information. 
This is what Suburban Life has 
to say regarding the quality prop- 
osition: “There is one great 
drawback, from the publisher’s 
standpoint, in catering to this ex- 
clusive clientele. It is this: The 
readers of Suburban Life repre- 
sent a class of people who do not, 
as a rule, answer advertisements 
so liberally as the readers of our 
general magazines, For this rea- 
son, although they may he more 
liberal buyers, yet the advertiser 
himself is less likely to hear from 
them by personal letter than he 
is from other magazines of more 
general circulation. With the 
broad-minded advertiser, this 
makes little or no difference; for 
he realizes that on the volume of 
his sales should be based his ap- 
propriation, rather than on the 
actual business which he can trace 
to any one publication.” 





MAGAZINE NOTES. 
Recreation now occupies its own 
five-story building, at 24 West 39th 
street, New York. 


Beginning with the issue for Janu- 
ary, 1909, it is announced that the 
subscription price of Theatre Maga- 
zine will be $3.50 a year—an advance 
of fifty cents. 


Harper’s Weekly has been restored 
to its original size—the pages being 
nearly one-third larger than the di- 
mensions of the past few years. The 
smaller form was convenient, but to 
many people there has always seemed 
to be something lacking since the 
familiar page of Civil War days and 
later was abbreviated, 


Beginning with October number the 
size of the Designer and New Idea 
Woman’s Magazine will be changed so 
that full pages will measure 93¢x14%4 
inches, containing four columns 2% 
inches wide, or 800 agate lines. The 
present page rate in the Butterick Trio 
will remain in effect up to and in- 
cluding the December, 1908, issue. 


Van Norden’s for July has a short 
article upon “Commercial Opportuni- 
ties,” telling of the demands _ for 
American-made goods in foreign fields 
which are being ignored continually 

our manufacturers. We are told 
that ‘“‘daily there are queries and re- 
quests made of our Consuls for the 
products of this country by foreign 
countries tegen South America. 
Many of these are ignored because it 
is the tradition that dealing with Latin 
America is dangerous. The enormous 
credits annually shown by Continental 
Europe have no eftect on the tradition. 
If the American business man _ does 
deign to trade with his brother under 
the Southern Cross it is with much 
the manner of one dealing with a 
swindler—money first and none of the 
accepted courtesies or customs of trade. 
We pursue a_ similar policy with 
Europe and the Far East; yet some 
have wondered why England, — Ger- 
pe France and Italy are so suc- 
cessful where we fail.” 


In the July American Magazine Lin- 
coln Steffens, in telling a story of 
“Mickey Sweeney, Detective of Detec- 
tives,’ argues that the newspapers are 
the best crime detectors in the world, 
and that the best way to catch crim- 
inals is to notify the newspapers first 
and then call in the police. Mr. 
Steffens says: “The police everywhere 
warn citizens not to let anybody but 
the police know of such troubles, They 
say if the newspapers get hold of the 
news they will publish it; this will 
frighten away the thieves and prevent 
the police from recovering the stolen 
property. This is only a police trick 
to avoid criticism. They give to the 
press all their successes; they supress 
their failures, and thus keep up the 
appearance of efficient service. The 
first thing the victim of a _ robbery 
should do is to telephone to the news- 
papers—all of them. That would soon 
show what a small proportion of the 
reported cases a detective bureau like 
that of New York ‘detects’ and—it will 
make the police work on your case.” 


i 2 es 


ONE OF CHICAGO’S ABLEST AD- 
VERTISING MEN IS AGREE. 
ABLY SURPRISED. 

Lyon & HEaty, 
Everything known in Music. 

Cuicaco, June 30, 1908. 
My dear Romer: 

Well, this is a surprise! I always 
enjoyed Printers’ INK _ exceedingly 
under your editorship, and shall look 
forward each week with pleasure for 
its arrival. 

I will do anything I can to help the 
good work along. ied 

With best wishes for your success, 

Faithfully yours, 
Benjy. H. JEFFERSON, 
Adv. Mgr. for Lyon & Healy. 


ae 





Ir is not until a man becomes wed- 
ded to his art that he feels he can 
neglect it.—Fuel, 
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ican Magazine paid advertisers. I wanted to 
know why it paid. I investigated, and offer in 
evidence 


55 DOCUMENTS 


to prove that the readers of The American Magazine 
have money to buy what you have to sell. 

Here is howI got them. I sent the lists of all our 
subscribers in the 100 largest cities to the Tax As- 
sessor in each city and asked for the property valua- 
tion of each subscriber, as it appeared on the 
municipal records. 

So far I have reports from 55 cities out of the 100. 

I find that out of a total of 7,702 subscribers there 
are 4,144 paying taxes on real and personal property ; 
the average assessment is $10,623,72 each; 54 per 
cent of all the names investigated are taxpayers. 

After such a broad investigation, doesn’t it seem 
reasonable to apply the same percentage of tax- 
payers and same average assessment to all the 
buyers of The American Magazine; It works out 
this way: 


54% OF 284,417=—153,585 


The average The average Property 

per cent of monthly circulation Owners who buy 
subscribers of The Americun The American 
paying Mag zine Magazine 

taxes, fur 1907. every month, 


I was not content in just knowing that The Amer- 


Now let us get at what they are worth: 
153,585 x $10,623.72—S8 | ,631 ,644,036.20 


Referred Average The minimum value of the tax- 
to assessment able preperty of the subscribers 
above. of each, to The American Magazine. 


The following letter will show how inadequately 
even these enormous figures represent the real value 
of the property of the subscribers to The American 
Magazine. 





» May 5, 1908, 


“If you desire to estimate the purchasing powers of your subscribers I 
would recommend that you increase these fiyures eg tet ae The list cf 
names you furnished me contains many of the 
Nearly ail of them are rated by Dun and Seadtunes at aaa many times 
a amounts they have returned for taxation, For instance, the a“ 

aa idl, oe. Se er 
carned $1,470 in personal property. He died recentiy, and the appraisers 
appointed by the Probate Court fixed the value of ‘his personal estwte at 

,000 There has been much ¢omplaint that the valuat.ons affixed by these 
appraisers were very much too low 

very. respectfally, 
(Signed), C. M.D. ‘on = 

















[See next page.] 
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Below are the 55 cities heard from: 


Summary of Tax Assessors’ Reports. 
Number 
City. Total of Paying Total 
Subscribers. Taxes. Assessment. Average. 


Albany, N.Y 163 74 $4,433,500.00 $59,912.16 
Allegheny, Pa 60 18° 140,675.00 7,815.00 
Altoona, Pa........ 40 15 109,900.00 7,327.00 
Atlanta, Ga 145 1,429,155.00 17,013.75 
Baltimore, Md 298 1,371.020.00 8,515.65 
Bedford, Mass........+++++ 50 134,822.00 5,617.59 
Binghamton, N. Y.......- 88 480,850.00 8,742.72 
Birmingham, Ala.. 52 3 154,050.00 5,705.50 
Bridgeport, Conn 88 451,175.co 11,373.03 
Brockton, Mass..........+- 41 622,335.00 27,058.00 
Buffalo, N. ¥ 249 853,005.00 7195054 
Cambridge, Mass 314,600.00 5,935-85 
Camden, N, J 5 272,725.00 
Charleston, S. C 58 375-00 
Cincinnati, O . ues 1,949,550.00 
Cleveland, O.. ° j 33934, 195.00 
Columbus, O.. eae 1,042 ,680.00 
Dayton, O. ° 518,140.00 
Denver Colo 2 977,100.00 
Des Moines, la.. 1,986, 581.00 
Elizabeth, N. J.. 233,517.00 
SRS Pere ‘ 156,398.00 
Evansviile, Ind. . 5 453,000.00 
Fall River, Mass tae 787,000.00 39,350.00 
Fort Wayne, Ind ‘ 1,178,925 00 31,862.84 
Hartford, Conn. aes 585,128.00 10,448.71 
Houston, Tex...... 354,650.co 12,229.31 
Indianapolis, Ind.. 954,455.00 6,238.26 
Lawrence, Mass........ . 17,764.51 
Lowell, Mass... y 12,387 38 
Lynn, Mass.... , 6,964.06 
Mobile, Ala 5 ; , 55775+79 
Nashville, Tenn. éve . 11,751 42 
New Haven, Con aie r 11,374.47 
Norfolk, Va..... 2.0 " 10,270.70 
Paterson, N. J.....+- seeees : 35193.68 
Pawtucket, R. I. 9,480.90 
Portland, Me 2,5554595.00 19,071.60 
Providence, R. I... 1,466,435.00 12,220.30 
Rochester, N. Y..... ° 1,395,375.00 6,460.07 
Salt Lake City, Utah 156,255.00 1433-54 
San Antonio, Texas... 69 607,580 0o 14,129.80 
San Francisco, Cal. P 854,338.00 71302.03 
Somerville, Mass.. ia 84,000,00 4,421.05 
Springfield, Mass.......... 2,142,770.00 24,915.93 
oe Bee Veesscccvevee 975,750.00 11,911.60 
renton, N, J..... ceeveccee 122,000.00 3,812.50 
Troy, N. Yesevesse 146, 100,00 5,844.00 
Waterbury, Conn.. a 260,030.00 15,295.88 
Wheeling, W. Va.. v6 9 1,182,050.00 23,177.45 
Wilkesbarre, Pa.. eee 19,103.70 
Wilmington, Del. sm . 20,213,50 
Worcester, Mass.... § . 21,061.30 
Yonkers, N. Y. see . 24,687.50 
Youngstown, O.... 174,140.00 4,837.23 





55 Cities.... cevesece 7,702 45144 $44,024 689.00 $10,623.72 
Percentage of laxpayers :—54/, 





These separate lists of names, together with the original 
correspondence and the signatures of the City Tax Assessor, 
are here in my office, and will be shown to any adver. 
tiser who will be interested in seeing the original proof. 


All of which leads up to this point: That The American Magazine 
goes to the people who have got the money to buy your govuds, 





341 5th Ave., New York. Adv, Manager. 
153 La Salle St., Chicago. 
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“Making Musicians 
of Us Ail” 


The Aeolian Company, manufacturers of the Pianola, say: 
“The Mission of the Pianola is not only to make music available 
to us all—not only to make it possible for us to become as 
familiar with the masterpieces of music as with those of literature 
—but to make ws musicians ourselves ; real producers of music,—— 
this is the mission of the Pianola.” 

‘** To-day, thanks to the Pianola,” also say the manufacturers, 
“you who may never have played a note before, can study ;—play ; 
—individually interpret, the works of Beethoven, of Chopin, of 
Liszt, just as readily as those who have spent their whole lives in 
acquiring command of piano technique.” 

The Aeolian Company who make the Pianola, may well be 
proud of its success. 


“There is hardly a famous musician alive to-day,” 


claim the 


Aeolian Company, “who has not enthusiastically endorsed the 


Pianola. Over too of the leading colleges of America are using it 
for teaching music, while its value as one of the greatest 
sources of recreation and enjoyment ever devised is now universally 
recognized.” 

There is not a more progressive house in business than the 
Aeolian Company. Constant improvement is their motto. 


‘“‘Itis this spirit of progress, ’’ further say the manufacturers, 
“which has resulted in wonderful improvements in the Pianola, 
such as the Themodist, which gives the Pianola an absolutely 
governable touch, and the Metrostyle, which has been called 
the “ Pianolist’s coach,” and whose inventor was decorated by the 
King of Spain,” 

It is also this spirit which has led the Aeolian Company, in 
planning their advertising, to include among the mediums they use 
Ainslee’s Magazine. 

In selecting their mediums the Aeolian Company are satisfied 
to use only the best. What they say, therefore, of Ainslee’s makes 
interesting reading. 


Mr. C, C. VERNAM, 
Gen’! Mgr., Ainslee’s Magazine: 

Dear Sir—The evidence you submit of the value of Ainslee’s Maga- 
zine, as an advertising medium, appeal strongly to our judgment. 

We aim to reach the most intelligent class of readers, the people who 
appreciate high quality and have the money to gratify their desires. We are led 
to believe that Ainslee’s (bought solely for its literary merit, without the aid of 

remiums or “schemes ’”’) should be an excellent medium for advertising the 
ianola, and we accordingly hand you our order herewith, 
THE AEOLIAN COMPANY. 






































PRINTERS’ INK. 























© 


Pianola Publicity. 


It would probably be difficult to find any one to-day to 
whom the word “ Pianola” does not convey a definite and more or 
less accurate impression. 


Considering the fact that this word was coined only a little 
over ten years ago—that the instrument it names has only been on 
the market that comparatively short length of time—this general 
comprehension of the Pianola shows : 

First—That the Pianola has encountered and satisfactorily meets 
a positive and universal need. 

Second—That the campaign of publicity needed to educate the 
public to a correct knowledge of what the Pianola really is, has 
been most successfully conducted. 

Undoubtedly, the unique character of the Pianola, which tends 
naturally to make this instrament widely popular, has helped to 
establish this general impression, but it is also due to the advertis- 
ing policy of the house, which has led it to make every dollar it 
spends, in advertising, count. 

It is this policy which has caused it to use only those mediums 
about whose value to the advertisers there could be not the slightest 
doubt, 

It is in pursuance of this policy that the Aeolian Company use 
Ainslee’s Magazine, 


Ainslee’s . . 250,000 copies per month 
Advertising rate $250 per page. 
The evidence we submitted to the Aeolian Company we would 


like to submit to you, Mr. Advertiser, 


If you are governed by facts—and surely ow is the time to be 
governed by facts—in selecting your advertising mediums, you will 
be interested in knowing all about Ainslee’s, 


Let us put before you these facts. 


General Manager 
7th Ave. and 15th St., New York City 
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The Bulletin|| Synapt 


THE MAGAZINE OF 


ee . THE PACIFIC COAST 
the only evening AND THE FAR WEST 








newspaper published in — 
San Francisco that cov- December, 1906, 7 5 ,000 


ers the entire field. Detar, | 04,000 


Has a larger daily Circulation on | 15 000 
9 


iia aia p APRIL, 1908, 
circulation than any 'a- ||] INCREASE 53.33 PER CENT 





cific Coast publication. 


Daily Average 19067 


Send for Sworn Statement, 
Rates and Letters from 





SATISFIED 
85,768 ADVERTISERS 
NO PREMIUMS USED ig Sa en 























MILWAUKEE. 
JOURNAL 


On August Ist will go to a flat rate of 


7 Cents Per Line. 


THE JOURNAL COMPANY 
Milwaukee, Wis. 


Foreign Representatives: 
J. F. ANTISTEL OSCAR E. DAVIES C. D. BERTOLET, Manager 
9 West 29th St. Gumbel Building Boyce Building 
New York City Kansas City Chicago, Ill. 




















PRINTERS’ INK. 








Largest High-class Circulation 
In New York 


The Globe 


ONE CENT EVERYWHERE 





Its great success, a triumph for 


decent and clean journalism. 





The most complete high-grade 
New York evening paper. 


DAILY AVERAGE CIRCULATION FOR 1907: 


145,745 
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If you use traveling men you would not 
hesitate for a moment to put another man on 
the road, provided there was territory for him 
to cover which needed attention and culti- 
vation. | 

The amount of money required to pay the 
annual salary and expenses of one traveling 
man will cover a fairly large list of pros- 
pective customers twenty-six times a year— 
every other week—with astrong, striking and 
effective series of mail matter. 

This mail series will sell more goods dur- 
ing that year than any salesman you ever 
had. It will do far more than this, it will be 
of great assistance to every man you have on 
the road, and reach trade which the men 
cannot call upon. 

It will tell your story, present your argu- 
ments and do excellent missionary work all 
along the line. In this way it will save time 
and effort on the part of all your travelers 
and at the same time bring in business 
through the mail that would otherwise escape 
you. 

These facts are being demonstrated day 
by day in many lines of business. We can 
demonstrate them in your business. 


GEORGE ETHRIDGE, 
THE ETHRIDGE COMPANY, 


41 Union Square, New York City. 
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OMMERCIAL 


‘ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ink will Receive Free of Charge 
Criticism of Commercial Art Matter Sent to Mr. Ethridge 


A design may be both artistic 
and beautiful and still be far 
from good advertising. Tlie Can- 
adian Office & School Furniture 
Company advertisement repro- 
duced herewith is well balanced, 
fairly graceful and harmonious in 
treatment, but it is not a good ad- 
vertisement. 

A comparison between it and 
the illustration marked No. 2 is 
interesting. No, 2 is simple and 
almost brutally frank in its meth- 
od of treatment, yet the eye will 








pass over No, 1 without realizing 
what it is all about. 
; * x 

More prominence is given in 
this Kalamazoo advertisement to 
the words “gas ranges” than to 
anything else—even to the article 
advertised, which, in fact, holds 
a relatively inconspicuous  posi- 
tion, 

It may be that the idea is that 
the important thing at this time 
of year is to impress the gas range 
idea upon people and then, having 
lassoed them, lead them gently 
but surely up to the- Kalamazoo. 


It seems unlikely that such will 
be the result. Naturally it is de- 
sirable to sell gas ranges to peo- 
ple who haven't any, and the mere 
words themselves do not convey 





The CANADIAN OFFICE 
& SCHOOL FURNITURE CO 











NO 2 


the idea of comfort, convenience 
and economy, which must be im- 
pressed upon people before they 
will want a Kalamazoo or any 
other gas range. 

For this reason it would seem 








‘A Kalamazoo 


.., Direct to You 








Kalamazoo Stove Company, Mirs.. Kalamazoo, Mich) 


Gas Ranges 


much wiser to give prominence to 
something which will set people to 
thinking upon what a gas range 
is and does rather than to simply 
say “gas ranges” and depend upon 
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that to bring people into the 
doors of the advertisement, so to 
speak, and make them look 
around, 
* * * 
A Massachusetts lady who says 
she is interested in advertising, 


and who evidently puts her pow- 


ers of observation and deduction 
to good uses, sends this adver- 
tisement of Stewart’s Safety Pin 


Can Not Catch in Fine Lace 








Stewart’s 
Duplex Safety Pin 


Will Not Catch or Tear—even 
the frailest lace—because the spring 
is covered by a guard. 

Pierces the Thickest Goods— 
with ease, because the pin is long and 
strong and has a tapering needle point. 

Will Not Stick You—because the 
tongue (or partition) lets the point 
enter the clasp from either side but 
prevents it passing through. 

Never Comes Undone—because 
the wire and spring are strong and 
springy, so that when closed, it stays 
closed; when opened, it flies "way 

n 


All these advantages, found on no 
other pin, added to the high quality, 
make 


Stewart’s Duplex the BEST Safety Pin 
Hf your dealer cannot supply you, send us 
his name and 4cents in stamps for a sample 
card worth 8 cents. The genuine bear the 
name below on every card. 
CONSOLIDATED SAFETY PIN CO. 
152 Farrand St., Bloomfield, N. J. 














and asks that it be criticised in 
this department. 

Just to make sure that the 
criticism is well balanced, the lady 
proceeds to furnish it herself, and 
does so in a manner which leaves 
nothing to be desired and noth- 
ing more to be said. R 

She says she has used this 
make of safety pin for years, but 
strongly intimates that she never 
would have bought them if she 
had seen the advertisement first. 

“What could have been in the 
mind of the advertiser?” she in- 
quires. “As if anyone wearing 


fine lace would fasten it with a 
safety pin. Have you ever seen 
a woman wearing a lace scarf 
and pinning it with a safety pin? 
Of course you never have.” 

“If this advertiser uses no bet- 
ter judgment in making his pins 
than he does in preparing his ads, 
I don’t want any more of them. 
He would do better to stick to 
his pins and get someone else to 
make his ads.” 

Rather a caustic criticism but 
certainly comprehensive, 

* * * 

If a sermon on how not to do 
it long enough to fill this entire 
issue of PriNTERS’ INK were most 
carefully and _ laboriously  pre- 
pared, it could not tell much more 
than this advertisement of Allen's 
Boston Brown Bread Flour does. 

Practically the entire space is 
taken up by a weak and uninvit- 
ing picture of the package which, 
of course, gives no clue as to the 
quality or desirability of the con- 
tents. 

This is an advertisement which 
tells nothing, claims nothing and 














me 











iL 


Ly; 


H 


/ 
H 
Hi 


7 
il 
i 


i 


it 

Hf 
/ 

th 


7] ‘i 
HIE 
é Ha) 

il 


/ 


/ 


i 
U 





ALLEN’S 8 B B FLOUR CO. 
INC., DES MOINES, IOWA, AND 
SAN JOSE, CALIFORNIA. 














proves nothing. If anyone were 
asked what it is for, he would 
have to think a long time before 
giving any reasonable reason for 
its existence, 
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Many of the most brilliant Natiena\ 
Advertising Successes of the past few 
years have been on articles of no more 
actual merit than many another one in 
the same class, the output of which is 
still restricted to local consumption. 
The foregoing assertion needs no 
proof. It does not admit of argument. 
There are numerous instances in every 
community.—Booklet of Read Adver- 
tising Agency. 











Advertisements. 


Aivertisements in “ Printers’ Ink” cost twenty 
cents ua line or forty dollars a pave (209 lines) 
Sor each insertion, $10.40 a line per year, Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly inaudvance. Ifa specified position is 
demanded foran advertisement, andgranted, 
douote price wiili be charged. 


WANTS, 


GENTS wanted to sell ad novelties;25¢ com. 
3samples, 10c. J.C. KENYON, Owego, N.Y, 


WwW: ee. An experienced, reliable Advertis- 
Solicitor; good write-up man preferred. 
THE o JKLAHOMAN, Oklahor Oklahoma City, Okla. 


Ts circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


ANTED- Reliable men or agency’s in every 

business center of U_ 8. to solleit advent 

ing, collect, ete. ALLEN" a CATALOGUE 
AGENCY, Monterey, N. 1... M N.1L., Mexic 


Waa nee —Competent ae caiverti “ing man with 

ood descriptive vocabulary, with a know!- 
edge Of printing and experience in follow-up 
letters and card systems, THE HEFFRON CO., 
Syracuse, N. 


OLLEGE GRADUATE, 25 years old, three 
years editorial work on railroad paper, d:- 
sires position with —_ - or in raiiread 
department of daily. writer and make-up 
man. Adoress ‘‘ H, Tip enre 8 care Printers’ Ink, 


V ANTED—A competent j job pints to take 
mechanical pontest 3 Oe lob and 
newspaper plant in cit G wages 
and an opportunity to ay nous. if satisfac- 
tory. Address“ SAXTON, + care Printers’ Ink. 


ANTED-— Position on daily. Young man, 23. 
Experience 4 years on daily, 5,000; business 
and advertising aepartment. Quick, ‘accurate, 
Now employed; desires changé; personal reason. 
Best references furnished. “ H. R.,” Print. Ink. 


APITAT, and MANAGER wanted for publish- 

ing house. Books, literary monthly and 

pan —: Now that so many are passing 

pays to push the good ones. Address 

oC iWin ‘OF GRAVITY,” care Printers’ Ink, 10 
Spruce 8t., New York, N. 


r a ~ pe OFFICES covering entire powmeuee 
parts 
of the. world. fv Advertising, Peubiehing, Sales, 
Office and Technical. for information. 
HAPGOODS, “0b Brosswey, New York, or 1010 
Hartford Building, Chicago. 


DWRITERS ATTENTION—I have just com- 

pleted Course in Adwriting, and am look- 

ing for a position in i. line, affording the 

opportunity to take o' a part interest in the 

business. Location in he "Middle West — 
Address ‘ INTEREST,” care Printers’ 


M48 of one year's experience as a success‘ ul 
solicitor and advertiser on large daily, yet 
pon aw ge college graduate, desires position as 
tant ad-man with some corporation, or as 
ad. -man on peed paper. Al reference 
Address “ P: A.,.” care Printers’ Ink. 


I at et ag MAGAZINE and “DOLLARS 
& SENSE” (Col. Hunter’s great book) 
should be read oy, every advertiser and mail- 
order dealer. Best ‘‘Advertising School ” in exist- 
ence. Year’s subscription and es af 
50 cents; sample copy of magazine fre 
ADVERTI eres? MAGAZINE, 
637 Century Building. 
Kansas City, Missouri, 





I ahh amg A MANAGER handling national 
campai change. Plans, writes, 
executes all ,- ah... of advertising. Inaugurates 
and manages department, follow- ty system, and 
co-operates with salesmen. tles and refer- 
ences on request. “ADX.,” care Printers’ ink. 


\ ANTED—Canvassers to travel and solicit 

subscriptions for trade journal. Oldest 
and mest Loy’ weekly in the industry it 
represents. Must be prepared to travel in t- 
ern States. Address, stating qualifications and 
experience, “H. 8. T.,” Printe Printers » New York. 





SOLICITORS WANTED. 


c few bright, brainy, young men of good 
nee and rsonality can connect 
with @ cracker jac proposition. State age. 
experience and salary expected. ‘8, W.,” 
care Printers’ Ink. 











Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
eta oo gt ve na weekly at 10 Spruce St.. 
New York. Such advertisements will be inserted 
at 20 cents per line, 81x wordsto the line. PRINT- 
rks’ INK ts the vest school for advertisers, and it 
reaches every week more employing aavertirers 
than any otver publication in the United States 


WELI-KNOWN, SUCCESSFUL PLAN AND 
COPY MAN, 10 years’ experience Agency, 
Publishing and Business Promotion work, is 
open for proposition frum any New York Cit 
Agency, Publisher or Manufacturer—or will 
= a good solicitor in starting NEW agency. 
ave averaged $3,0 a year for past five 
years. Am 28, American, married. Have some 
Zapital, good backing, GILT-EDGE RECORD. Also. 
control 20 small but good accounts. Address 
“SERVICE,” care of Printers’ Ink, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ify for ready positions at $25a week and over, to 
write for free copy of my new prospectus and 
endorsements from lending concerns every- 
where, One graduate fills $8,000 place, another 
5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes bis suc- 
cess within a ped anes to my teachings. De- 
mana exceeds suppl 
GEORGE H. POWELI. Advertising and rast. 
ness Expert. 768 Metropolitan Apnex, New York. 


OSITIONS NOW OPEN—Ad writer, Md., $20: 
solicitor and ad-writer, Neb.; advg. ‘man, 
Chicago; telegraph ed., New York eg A ina 
city ed., Va.; web pressman, Hoe 3-deck, Mich.; 
Duplex pressman, N. H.; news and job foreman, 
Kan., $20; stereotyper, hare; also for reporters 
ane linoty operators Povklet free. FER- 
NALD'S NEWSPAPER MENS EXCHANGE, 
Sprinzfield, Mass 


V 7 ANTED—German newspaper man to take 

full charge of advertising department, do 
reporting and assist in editorial management of 
German local weekly with large circulation and 
high standing, in city of 60,000 in Middle West; 
must be a good business and news gatherer, 
with ability to write spicy, independent articles 
in correct German and get acquainted with peo- 
ple and facts: an able editor who is on staff now 
can do inside work; should be a Lutheran or in 
clined to that faith; no socialistic ideas wanted; 
an ay magne in the business is required. which 
may be paid in installments, if so preferre d, 
more to secure interest in the business and per- 
manency than to market stock, as every depart- 
ment head is to be a shareholder. Address 

GERMAN,” care Keystone Type Foundry, 
Detroit, Mich, 


+o 
ADDRESSING MACHINES. 


TeEs WALLACE STENCIL ADDRESSING MA- 

CHINE is the only one which cleanses the 

stencil immediately after tbe imprint is Una te 

the vital point in xencil address' " 

PRINTEKS’ INK, BUTTERICK Bl ISHING 

ph McCLURE'S MAGAZINE, CURRIE BOYCK 

C and a oy win of the large calicdare 

throughout the Go coun 

ADDI ee DO! ‘E AT LOW RATES. 

HINKS FOR SAL¥. 

Wallace & ee 29 Murray St., New York. 
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PRINTERS’ ROLLERS. 


NO MORE CUT ROLLERS 
N € M -C-R INK-DIVIDING BANDS 
Save _—_ times their cost. Sales mech. wanted, 
U. Canada; big pay; particulars mailed. 
NMC. K COMVANY, Sole Mirs., 370372 smith St. 
(Telephone 926 Hamilton), Brooklyn, New York. 


> 








ADVERTISING IDEAS. 


FOR ONE DOLLAR 


We will show you a new and novel Advertising 
idea, and mail you a teautiful sample. It’s a 
wonderful business builder. Occupies but a few 
inches of space in your show window. Catches 
the eye instantly; makes an impression, and will 
sell more goods for you than you ever sold 
before. 

Any retailer can use it, in a different way. 
each day in the year, at a big profit. Beats all 
other advertising, and may be poieen of thousands 
of doliarsto you. Try it. Money back if it’s 
nota winner, Address 


THE PETER PARLEY CO, 160 Nassau St., 
ADV’G CORPORATION, New York. 


i 
ADVERTISING MEDIA, 
Ts best 6,000-town daily on this earth is the 
Troy (Chio) RECORD—prints more Jocal news 
than any other—that makes it best. Carries more 
“Wants” than any other. (nly small town daily 
published that is successful without a weekly 
edition. joo —" = department or political 
“pap” as boo t has neither. Moral: 
has all the circulation it claims to have. 
_——~+or— 


AD WRITERS. 


fur $3.00 I will write you an ad or circular to 
quickly pull $100 worth of business. Un 
succe aha mail-order men can a e big mone y 
by writen ‘me, Send for free booklet. 
XP ei hy 0. Box 1615, ‘New York. 
a 
PRESS CLIPPINGS. 
OMEIKE'S PRESS CLIPPING BUREAU, 110- 
112 West 26th Street, New York City, sends 
newspaper clippings on any subject in which you 
muy he interested. Most reliable Bureau. Write 
for circular and terms. 





SUPPLIES, 


N R. PUBLISHER: You oughtto have Bernard’s 
Cold Water Paste in your circulation dep’t 
for pasting mailing wrappers; clean, convenient 
and cheap. Sample free. wong PASTE 
DEPT, 71 Dearborn Street. . Chi icago. 











e A 


Deonmisond 


Clue, Paste and Mucilage 
In Patent Pin Tubes. Will stick anything 
stickable. All dealers. Sample tube 10 cts. 
DENNISON MANUFACTURING COMPANY 
Beston New York Philadelphia Chicago St. Louis 











o> — 
HALF-TONES. 
pPearect copper half-tunes, 1-col.. $1: 
10c. THE YOUNGSTOWN Re E EN- 
GRAVING CO., Youngstown, Vhio. 
I ALF-TONKES for the | news aper or catalogue. 
Line Cuts. Designs, Electrotypes. THK 
STANDAKD ENGRAVING CO, 560 7th Ave., 
Times Square, 


N EWSPAPER HALF-TONES. 
IN 2x3, 75c.; 3x4, $i ; 4x5, $1.60. 
Delivered when cash accompanies the order. 


fend for samples. 
KNOXVILLE ENGRAVING CO.. Knoxville, Tenn, 
a ae 
PAPER, 
B BASSETT & § 
54-60 Lafayette xt.. 


Coated papersa snecialty. Diamond B Perfect. 
Write for high-grade catalogues. 
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PRINTING. 


7 OU share with us the economy of our loca- 
tion. Our facilities insure perfect work, 
Vrompt estimates on letter-heads, factory forms 
and booklets in large quantities. THE BOULTON 
PRESS, drawer 98, Cuba, N, Y. 
—— —+or 


PREMIUMS. 


MVUOTSANDS of suggestive premiume suitable 
for publishers and others from the foremost 
makers and wholesaie dealers in jewelry anc 
kinared “x 500-page list price illustrated 
catalogue. (@@) Greatest book of its oped 
Published onnetiiy. 36th issue now ready ; " 
8. F. MYERS CO,, 47w. and 49 Maiden Lane, N. y: 
—- +e 


LETTER HEADS. 


100 LETTER HEADS and 
100 ENVELOPES, 75c. postpnid, 
Printed on Linen Finish Mail Order Bond; your 
choice of colors—White, Buff, Olive, Gold or 
Rlue—to introduce our Money-Savi ing Price list 
of GOOD PRINTING, If you want to see sam- 
ples =a ordering send 4c. for pomage. 

(STERN BUSINESS AGENC 

Princess Building, Cheste r, Ill, 


PA TENTS, 
PATENTS that PROTECT 
Our & books for Inventors mailed _ receipt 


of 6 cte. stamps. R. 8. & ALB. LACE 
Washington, b.C. Exatab. 186% 











ILLUSTRATORS. 
[ELUSTRATING lettering, designing, photo 


retouching, illuminating, engrossing, etc. A. 
WONFOR, 172 South 8th St., Newark, N. a; 








axle: ianils 
INDEX CARDS. 
NDEX CARDS for all Cabinets. Get our prices 
and samples. THE BLAIR PRINTING CO, 
912 Kim Street, Cincinnati, Ohio. 
—_——_t+or—__—_ 


HAIL ORDEEL. 


DS—I can make aquick st success of any unsuc- 

ce ssful mail order business. Send for free 

booklet. ‘‘ EXPERT,” P. O. Box 1615, New York. 
—— +e -—— 


COIN MA ILER. 


= 60 PER 1,000. For 6 coins $3. Any printing. 
e PYTHIAN PRINTING CO., Ft. Madison, la. 


PUBLISHER @ Send for our folding coin 
carrier—the best device 
yet invented for sending money by mail. The 
5 a e:rculation managers have been looking for. 
Used and recommended by large publishers 
Address, Printers’ Ink Press, 45 Rose St., N. Y. 








~~ 
A DVE RT. ISING AGENCIES. 


D. 4 A. Fagg me ene AGENCY, 1 Madison Ave 
Medical Journal advg. exclusively 
w. KABTOR SORE ADVERTISING COM 
e PANY, Luclede Building, st. Louis, Mo. 
RANKLIN ADVERTISING AGENCY, Tribune 
Builaing, N. ¥. Classified and Mail-order 
Advertising a specialty. Write for estimates. 


LKER?T FRANK & CUv., 25 Broad Street, N.Y, 
Generali Advertising Agents. Kstablishea 

1872. Chicago. Boston. Philadelphia. Adavertis 
ingof ail kinds piaced in every part of the worid, 








EDMUND BARTLETT CO. 


29-31 East 22” Street. New York 


Magazine and General Adverbising,, 


Booklets and Catalogaes Originated and Printed 
Systematic mai} work; Folders, Cards, Letters. House Organs 
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PUBLICATI ATIONS. 


BEERS’ BULLETIN 


A Monthly for mail order adver- 
tisers. Send stamp for copy to-day 
or ten cents for a whole year. 


Beers, Box 997G, Pittstield, Mass. 











POST CARDS, 


DVERTISING POST CAKDS, 
A Write for samples. 
MONARCH SALES CO., 395 Broadway, N, Y. 





—_———<@> 
ADVERTISING SPECIALIST, 


DS WRITTEN TO PULL—Also follow-up ad- 

vertising matter —at very reasonable we s 

for best work. Write and see. PAYTON, Ad- 
vertising Specialist, Westfield, Mass. 


te 
PUBLISHING B e = NESS OPPORTUNI- 
ES. 


GOOD CHANCE 

For aclass monthly, 

Has age and bigh standing 

} very large undeveloped field. 
4,000 gross business, 

- mo circulation, 

Owner's profit $3,500, 

Large enhancement possible. 
HARRIS-DIBBLE COMPANY, 

Brokers in Publishing Aponer ty, 
253 Broadway, New Yor 


COIN CARDS. 


™ > PER 1.000. Less for more;any printing. 
Pe THE GOIN WRAPPER Co,, Detroit, Mich. 


, You Can Get 
Orders 


by having this memo- 
salesman stand at the 
customer’s elbow every 
oy, in the year, talking 
briefly, persuasively 
and persistently. FA 
desk calendar in two 
colors, On good pa- 
' per, at half the usual 
price of one color; 
Meith memo space 
doubled; weight 
and postage cut 
.~ half; and a 
different busi- 
























in the year, 
along with 
your name. 
Our booklet 
“Orders” telis how this calendar saves money 
and MAKES money for advertisers, 


ADVERTISERS PRESS, Inc. 


1024 Filbert Street 
Philadelphia 










DAVIDS’ PRACTICAL LETTERER 


at $1, postage paid, will teach you how to write show cards and price tickets, a book of one 
hundred pages, with full particulars, Write for information. Address 


THADDEUS DAVIDS CO., 95 & 97 Vandam St., New York City, Est. 1825. 








THE THEATRE MAGAZINE 





waste circulation. 


to wealth. 


well as necessities. 





—is unique among magazines in that it has no 


Its readers belong to the liberal income classes, 
peopie possessing incomes from $3,000 a year up 


Ninety per cent of The Theatre Magazine 
readers can afford to and do buy liberally of adver- 
tised articles. They are consumers of luxuries as 


You can reach 60,000 families through the 
medium of The Theatre Magazine, and know that 
90% of these are able to purchase your goods. 

The Association of American Advertisers has 
just completed an examination of our circulation. 

Copy of their certificate guaranteeing our cir- 
culation claims mailed upon request. 


THE THEATRE MAGAZINE, 26 WEST 33d St.,N. Y. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ LNK are invited to send model advertisements, ideas for window 
ecards orcirculars, und any other suggestions for bettering this department, 








THE MILWAUKEE “JouURNAL,” 
MILWAUKEE. 
Editor Ready Made Department: 
Dear Sir—Knowing that Printers’ 
InK is interested in novelties in ad- 
vertising, we enclose you herewith two 
clippings, which explain themselves. 
Very truly yours, 
Tue Journal CoMPANY, 
(Signed) Herman Black, Adv. Mgr. 





“The Sign of the Seven Shoe 
Shop” may be rich in possibilities 
for novel advertising, but it’s a 
mighty awkward handle, never- 
theless, and it doesn’t mean any- 
thing until the explanation that 
goes with it is handed out. 
Imagine getting rid of a mouthful 
like that to tell somebody where 
you bought your shoes, or trying 
to say it in a hurry. Then con- 


sider the economy of time anc 
space, the greater flexibility and 
significance of, say, the “Surety 


Shoe Shop.” Even that may not 
be ideal, but it is easy to handle, 
is suggestive, and requires no ex- 
planation. Of course, the name 
of many sections may be made 
to, perhaps does now, mean a 
great deal to shoe buyers, but it 
takes a great deal of time and 
space to drive such a name into 
the memory and much of ex- 
planation to make it carry any 
impression more than that of 
shoes, 

There is this much to be said for 
it, however: Probably few other 
names would have afforded the 
opportunity for such a “reader” 
as the following, presented here 
more because of its novelty than 
for its value in effecting sales: 





WHY NAME WAS ADOPTED. 
Considerable interest has been 
aroused in the name, “The Sign of the 





Seven Shoe Shop,” and just why this 
name was adopted has been the query 
of thousands upon thousands of people. 

In order that light might be thrown 
on this subject a Journal reporter 
called upon the management and ascer. 
tained why this odd name was applied 
to a shoe shop conducted in an office 
building. When seen at the Majestic 
office building the manager did not 
hesitate to explain and it really is no 
wonder that this name was adopted 
after the odd experiences that have 
been gone through with the figure 
seven standing out prominently with 
some of the important matters and 
some that were unimportant, both in 
business and social life. 

In going to the eastern market to 
buy for the new shop, the train which 
bore the manager out of Chicago, left 
the depot at 7.27 in the evening, the 
number of the engine 947, and .the 
Pullman sleeping car reservation ticket 
showed that he had been assigned to 
lower berth, number 7. The name of 
the manager, strange to say, ,is com- 
posed of 17 letters. The telephone 
number of the new shoe shop is Grand 
167. The office rooms are numbered 
from 300 to 307, and without any 
meditation or forethought, but purely 
an accident, seven clerks were em- 
ployed to wait on trade. With the 
same disregard to effect, and also pure- 
ly accidental, the opening day was 
April 17, and if one will look carefully 
over the shop and notice the rows of 
individual chairs that have been re- 
served for customers, and count them, 
one will find just 37 chairs, 

Purchases were made in the East for 
this shop after looking over lines of 
merchandise offered by the various fac- 
tories in the shoe districts of the East, 
and when the shipments of purchased 
goods were received at Milwaukee it 
was found that 17 factories contributed 
to complete the stock. 

The time set for opening the shop in 
the morning is 7.57 and the business 
day closes at 5.57 p. m., excepting 
Saturdays, when the store closes at 
9.27 p. m. If you will carefully note 
the name of this shop, “The Sign of 
the Seven Shoe Shop,’ you will find 
there are seven words in the name it- 
self, and if you will look over the 
goods in the shop itself or notice the 
advertising placed by this concern, you 
will observe that all price offerings end 
with a 7, such as 77¢., 97¢., $1.07, 
$1.27, $1.57 and so on up to $3.97. 

It is passing strange that the mana- 
ger and each one of his gentlemen 
clerks wear a number 7 hat and num- 
ber 7 shoes. The manager wears a 
number 7 kid glove. With sevens 
bobbing up at almost every turn, it is 
no wonder that the name, “The Sign 
of the Seven Shoe Shop” was adopted. 








this 
uery 
ople, 
own 
rter 
cer. 
lied 
fice 
Stic 
not 
no 
ted 
ave 
ure 
ith 
ind 
in 


to 











Tue Farmers’ NATIONAL BANK, 
Capital, $25,000. Surplus & Profits, 
$25,000, 

Lexincton, Okla. 
Editor Ready Made Department: 

Deak Sir—Herewith I hand you 
several copies of our newspaper and 
house organ advertisements for our 
bank, and will be glad to have you look 
them, over carefully, and offer what- 
ever criticism you find necessary. 

We desire to do better and better each 
issue of our papers with our copy. We 
feel that the criticism of such a_pub- 
lication as Printers’ INK would be 
worth more to us than a_ course in 
some of the loudly exploited Ad 
Schools, 

With best wishes for the. Printer 
and its Officers, 1 beg to remain, 

Very truly yours, 
(Signed) F. J. Hawk, 
Assistant Cashier. 

P.S.—All these are original with us. 
We have many more as we change 
copy every week in our local paper, as 
well as every month in our house 
organ. The large 3-column is from 
our local paper. 





The first ad to meet my eye is 
the one below, on “Dry Farming,” 
and, after reading it, it seems to 
me to be merely an attempt to get 
attention by talking about a sub- 
ject of large local interest with- 
out, probably, making any partic- 
ularly new or helpful suggestion. 

Suppose, however, that a really 
practical twist had been given the 
suggestion about subscribing to a 
farm paper and_ studying dry 
farming, by offering a year’s sub- 
scription to some farming paper 
to the first hundred or two hun- 
dred farmers who would send in 
their names and addresses. It 
wouldn’t have cost much, almost 
nothing, in fact, for a club of that 
size, and it would have shown a 
real desire on the part of the 
bank to assist the farmers with 
something more than gratuitous 
advice, which isn’t always kindly 
accepted, no matter how kindly 
intended : 





DRY FARMING 

isn’t the word to use if that is all a 
person is going to say about it. Dry 
Farming simply means to get the best 
— whether the country is dry or 
wet. 
People get the idea Dry Farming is 
an experiment to be used in dry 
weather countries only, and where 
there is rain farmers don’t need to use 
the system. 
We are taking the matter up with a 
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Pottawatomie counues. We _ suggest 
that you subscribe for some good farm 
papers and begin taking lessons at once 
in this system of farming. 
We have tried wet farming about 
long enough. The Farmers’ National 
Bank, of Lexington, stands ready and 
willing to help the farmers along the 
information line of good farming, as 
well as financial matters, 
This bank has stood the test of time, 
and it does not resort to experimenting 
or encourage costly experimenting 
among farmers, but approves all things 
that have proven themselves good. No 
doubt oth crops may be_ increased 
largely in_ this calle by the use of 
Dry Farming. 
Whether it be wet or dry farming, 
when you need the services of a Safe, 
Conservative Bank in your business 
call on the “Old Reliable” 
THE ee NATIONAL 
SANK 


ANK, 
“The Oldest and Strongest,” 
Lexington, Oklahoma, 





Here’s a different type of an ad 
—one that is suggestive without 
any suggestion of dictation—one 
that starts well by drawing the 
inference that what is good for 
the State, in this particular, is 
good for the individual. And then 
it leads on naturally and easily 
to the part the bank plays: 





YOUR EMERGENCY FUND. 

Where is it? The legislature of 
Oklahoma is busy creating emergency 
funds and emergency clauses, why not 
you? Introduce an emergency clause 
into your life that will create and set 
aside a fund protecting you and your 
family in case of Sickness, Accident, 
or Crop Failures. 

Most any of these are liable to 
overtake you any time. This good 
bank makes an ideal depository for the 
man who would be’ prepared for émer- 
gencies. A little account in bank comes 
in powerful handy when the rainy days 
come. 

Our reputation for Square Dealing, 
Safety, Strength and Solidity, has ex- 
tended far beyond our field of opera- 
tion. Often tried and never found 
wanting—this bank has withstood the 
storms to which many banks have suc- 
cumbed. 

THE FARMERS’ NATIONAL 

BANK, 
“The Oldest and Strongest,” 
Lexington, Oklahoma, 

Capital: $25,000. Surplus Profits: 

$20,000, 





There were a number of other 
ads with the above letter, all 
rather long but most of them con- 
taining good arguments and well 
set up. Some of them will be 
reproduced in later installments 





view to getting some information of 
value to the farmers of Cleveland and 


of this department. 
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Ws. E. Evans, 
Insurance in All its Branches, Florida 
Real Estate, Notary Public 
with Seal. 
MonTIcetto, Fila. 
Printers’ INK: 

GENTLEMEN—I haven’t seen a copy 
of your valued publication for quite a 
while but my recollection is that it 
was your custom to comment on such 
advertisements as were submitted you, 
and, with this in view, I beg to hand 
you herewith a circular advertising my 
General Insurance Agency. 

If you should deem the enclosed 
worthy of favorable comment, or other- 
wise, I would be very pleased to have 
a copy of Printers’ INK containing 
the criticism. 

With much respect, I am, 

Very truly yours, 
(Signed) Wm. E. 
General 


Evans, 
Agent. 





It’s a good-looking circular 
and it reads well. The printer 
did a good job, but it wouldn’t 
have been hurt a bit if the cheru- 
bim had been omitted. Somehow, 
while it is more or less decora- 
tive, it doesn’t seem to “belong.” 

The talk is good. It gets right 
down to “tacks” in the first line 
and talks business to the end, 
winding up with a suggestion for 
easy communication and the as- 
surance of proper attention, 

Here it is, with no attempt to 
reproduce its typographical ef- 
fects: 





EVERYTHING IN INSURANCE— 
Fire, Life, Accident, Health, Plate- 
Glass and Surety Bonds, 

But few risks too small for Evans’ 
Agency to handle, while none are too 

large. 

When wanting Insurance it’s a waste 
of time seeing anyone else besides Wm. 
E. Evans, of Monticello, for the rea- 
son that every policy from Evans’ 
Agency is issued on an absolute guar- 
antee that the rate is as low as can 
be obtained in Florida. And as_ for 
companies, several in this agency have 
been in continuous and successful busi- 
ness operation for more than a third 
of a century, three of them for more 
than a half, while one of them, “The 
Royal Exchange,” for nearly two hun- 
dred years has n granting ‘“Insur- 
ance that Insures.” 

Losses promptly and liberally adjust- 
ed and paid, as can be attested by the 
many in this (Jefferson) County and 
section who, during the past several 
years, have suffered loss and were in- 
sured in this agency. 

Millions and millions in cash assets 
represented. 

“SEE EVANS.” 
Ring up 1027, or write care of Box 

. “C’—the rest will be done 

for you. 





For 
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A Definite Proposition. 





$27.50 Per Month 


will purchase that delight- 
ful little home at 609 Ken- 
yon street, N. W. Six 
large beautiful rooms, with 
large tile bathroom Gas, 
cellar, furnace, gas range.s 
Lot 20 ft. wide. New, neat, 
compact, roomy. Come out 
and see it to-day. 

Open all day. 

Price, $3,950. 
Small cash payment. 


THE F. H. SMITH CO., 
1408 New York Ave., 
Washington, D. C. 





An Attractive ‘Proposition. 





Such Delicious 
Strawberry 
Shortcake 


as we make cannot fail to 
meet your requirements. 
Why not have us serve you 
instead of making it at 
home? Delivered fresh to 
your home—sc. square, 
soc. dozen. 

Ideal Brown Bread, 6c. 
loaf. 


KRAFFT’S BAKERY, 
Cor 18th St. and Pa. Ave., 
Washington, D. C. 





an Electric Fan. From the Savan- 
nah 


(Ga.) Press. 








Too Hot To 
Sleep! 

Do you ever 
nights and wish you were at 
the seashore or i the side 
of some cool mountain 
streams, where gentle breezes 
soothe the weary to refresh- 
ing slumber? Most of us 
do during this hot weather 
but there’s business to be 
attended to here. So we 
stay and _ swelter—that is, 
some of us do—for those 
who have learned the value 
of an Electric Fan have 
solved the problem of com- 
fort at home at moderate 
cost. Why don’t you in- 
vestigate ? 

Fans suitable for every 
oo ine * prices suited to 


every 
co., 


lie awake 


ELECTRIC SUPPLY 
"hone 62, 
38-40 Drayton St., 
Savannah, Ga. 
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This One, from the Houston (Tex.) ae the Best Heater Cees, 

t. Should Mak i B ut a Convincing Ad. ‘rom the 
The xi a ee Brockton” (Mass.) Daily Evening 
- Enterprise. 


” 

Your “Forget It 
Good Money. .| if you are possessed with 

Down under the paint and the idea that it’s necessary 
varnish is the real vehicle to pay a large price to_se- 
—the thing you are paying cure a good bicycle. Take 
your good money for and our word for it. The days 
on the quality of which of fancy prices are over. 
your satisfaction depends. We sell Bicycles for cash 
The price of our carriages only, and can save you 
is no more than the cost of from $5 to $12 on a Bi- 
uncertain makes and they cycle, as you are not help- 
are backed by our written ing pay for some one else’s 
guarantee. wheel. Bicycles that list at 

Extension Top Surrey, $30 we sell for $25, $35 we 
with full leather seat trim- sell for $27.50, $50 we sell 
mings, __ nicel furnished for $38. 
throughout, Lest rubber J. W. DENNISON 
tires, at $180. Main S : 

Twenty other two-seated 8 Main Street, 
styles, $65.00 to $325. Brockton, Mass. 
MOSEHART & KELLER > - 

COMPANY, Comprehensive and Informative. 


Franklin and Caroline, # 
Houston, Texas. Garden and 
Lawn Helps. 


























Taking Different Requirements Into How do you pull up 
Account and Providing for Them. weeds? With your fingers? 
From the Philadelphia Bulletin, This little Weeder, with its 

five fingers, will do it more 

quickly, and you won't have 


=a 
Buy a Good Lawn dirt under your finger nails 





vs —8c. 

Mower and Save Have you trouble keep- 
~ ing the edges *~ your path 
Your Energy. straight? A Turf Edger 
‘ does the trick easily arid 

At the best, mowing a quickly—65c. 
lawn is no child’s play— For trimming grass in 
even when the highest grade places where the mower 
machine is used. — can’t travel are Grass Trim- 

Where a good-sized lawn mers—$1.25 
is to be cut, the difference But there- are scores of 
in the ease of operation be- these clever helps _ here. 
tween the Pennsylvania— Come and study tnem your- 
vrobably the greatest labor- } self. By way of sugges- 

reducing mower on the mar- tion: 
ket—and other machines, of Trowels=—10t to 4oc. 
lower grades, is especially Sickles—25c. to 4oc.  Gar- 
noticeable. This mower is° den Hose—10c.. to 18. 8 
cxtremely dependable—cut- foot; no charge for coup- 
ting long and short grass lings Hedge Shears—$1.25 
with equal ease. and seldom and $1.50. Pruning Shears 
needing repairing. — 4oc. to 85c. Lawn Sprink- 
Made in sizes to meet all lers—3sc. to $3.50. Rakes 
requirements, $7.50 and up. —15c. to 85c.  Hoes—35c 
For those whose demand and 45c. Spades—1sc. to 
on a lawn mower are not 8sc. Lawn Benches 750. 
very heavy, we have a $2.50 to $2. Hose Reels—75c. to 
machine—and at the price, $3.50. Watering Pots—zoc 
it gives exceptionally good to $1.50. ‘ 
Service, Lawn Mowers—Pennsy]l- 
We also carry a full line vania, $6.50 to $16.50; 
of garden tools—shears, Philadelphia, $6.25 to $9.75; 
rakes, spades, hoes, trowels, Banner, self-sharpener, $2.25 
grass hooks, etc. - to $3.25. «Many other good 
,, Write for our Garden makes. In all these, great 
Tool Catalogue. variety of sizes ‘in both 
SHANNON, high- and low-wheel _ styles. 
Hardware, sate BRIDGE & 
816 Chestnut, CLOTHIE 
Philadelphia, Pa. Philadelphia, Pa, 
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‘¢ There is an advertiser’s instinct which is a better guide 
to profitable media than laboriously compiled data.’’ Thus 
writes Noble Hill, Esq , Principal of Todd Seminary, Wood- 
stock, Illinois, in giving his reason for long-continued use of 


‘ Harper’s Magazine 


which, because of its high character and universal circu- 
lation among people of refinement, intelligence, and means, 
has always printed more School and College advertising than 
any periodical of similar character. 


What Others Say 





THE FINCH SCHOOL, 
New York City. 
“Harper’s Magazine is mentioned 
more frequently than any other publi- 
cation.” 


CULVER MILITARY ACADEMY, 
Culver, Indiana. 


‘“We received from our advertising in 
Harper’s Magazine last year 134 re- 
uests for catalogues and four boys. 
This is the largest percentage of actual 
applications we received from any 
medium we used.” 


THE WELLS SCHOOL, 
Aurora-on Cayuga, N. Y. 

‘*T find Harper's my best advertising 
medium, It is the only one in which I 
keep my advertising running throughout 
the year.” 

FAIRMONT SEMINARY, 
Washington, D. C, 

‘*Harper’s Magazine has brought us 
such splendid results that we would not 
consider discontinuing our advertise- 
ment.” 


HOWARD SEMINARY, 
West Bridgewater, Mass. 


‘‘Harper’s is at the head of the list, 
and it is invariably the best who name 
Harper’s.”” 


WASHINGTON COLLEGE, 
Washington, D. C. 
_ “The Washington College has adver- 
tised _in Harper’s Magazine from the 
organization of the school, twelve years 
ago.”’ 


WASHINGTON COLLEGE OF 
MUSIC, 
Washington, D.C. 


‘* We have received more benefit from 


Harper’s than from any other magazine 
we have used.” 


FREEHOLD MILITARY SCHOOL, 
Freehold, N. J. 


“If we should cut down our mediums, 
we should not think of cutting Harper’s 
oa.” 


MIAMI MILITARY INSTITUTE, 
Germantown, Ohio. 
‘* Harper’s Magazine must be included 
in never so small a list.”’ 
DWIGHT SCHOOL FOR GIRLS, 
Englewood, N. J. 
“ Harper's Magazine has brought us 
more applications and more pupils than 


any other advertising medium. We con- 
sider it by far the best.”’ 


If it pays schools—it will pay you 











